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A P| Wh | Because a package 
n 7 * appealingly designed 
tempts the woman to purchase THAT 
product — regardless of cost. Whether 


a drug product, toiletrie or hair waver 
(as illustrated ) sales can be increased 


tremendously by an_ attractively designed 


and colorful package. Consult with us! 


RE A Five PACK A GING 
LITHOGRAPHED AND PRINTED 


BROOKS &€ PORTER 


INCORPORATED 


304 HUDSON ST., NEW YORK 











Beyond 
Price. 
Competition 


T IS generally known that good packaging is 

not only valuable to protect foods and prevent 
waste -- it also results in the “Consumer identity” 
which 1s a big help to keep prices at a profit 
making level. 


This important factor of price-maintenance alone, 


would make packaging a necessity but there are 
other vital reasons. There are new conditions 
and shifting markets -- changes in types of cartons 
and in production methods -- all calling for special 
wrappers to fit the varying products, climates and 


shipping conditions. 


This company is proud to be consulted by so 
many industrial leaders who look to its skilled 
corps of Research Engineers for the exact pro- 
tection of their products; foods wet and dry, 
greasy or fresh -- to be shipped to any climate, 
a mile away or across the world. 


Whatever your particular problems are will you 
let us talk them over? There is not the slightest 
obligation entailed. 


KALAMAZOO 
VEGETABLE PARCHMENT CO. 
KALAMAZOO -- MICHIGAN 


MANUFACTURING WORLD-FAMOUS FOOD-PROTECTION PAPERS 


PROTECTION 
PAPERS 
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The packages shown in the Christmas illustra- 
tion on page 35 of this issue are reproduced 
through the courtesy of the following com- 
panies: lithographed tin boxes at the left from 
Metal Package Corporation; at the right from 
American Can Company; basket of glass 
packed foods from Glass Container Associa- 
tion; wrapped packages from Dennison Manu- 
facturing Co.; and the packages in the lower 
foreground from Du Pont Cellophane Com- 
pany. Wreath from B. Shackman & Company. 


New outlets in the manufacture of articles 
has been found in Beetle, the new molded 
plastic. Vanity cases made of this product 
manufactured by Wendell Hauch, Inc., are 
shown on the front cover, and are reproduced 
through the courtesy of the Synthetic Plastics 
Company. 
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HERE is a reason why the manufacturer looks for the 

SYLPHRAP label whenever he invests in transparent cellulose. 
He knows with the utmost confidence that he is buying a product 
that maintains the highest standards, that SYLPHRAP is one of 
his industry’s greatest aids and a boon to merchandising his own 
product. 
SYLPHRAP, the transparent cellulose with the silver sheen, offers 
a believable and most convincing presentation of the goods for 
sale. It can be used for countless products, a very few of which 
are shown here. 


LOOK FOR THE SYLPHRAP LABEL 


SYLVANIA INDUSTRIAL CORPORATION 
122 EAST 42nd STREET, NEW YORK CITY WORKS, FREDERICKSBURG, VA. 
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“SS Custom Built for Cartoning—Packaging—Labeling—Wrapping 





110-115 Collapsible Tubes 
per minute filled and 
cartoned by Colgate’s 





with 1 operator per Filler and 1 per Redington 
—with no strain on any operator 


A notable instance of intelligent arrangement of 
packaging units is the layout carefully and in- 
geniously planned by the Colgate-Palmolive-Peet Co., 
makers of Colgate’s Dental Cream. It probably pro- 
duces more tubes per minute per operator than any 
other installation in operation today for cartoning 
collapsible tubes. 


Connecting conveyor belts carry the output of two 
filling machines operating at 55-60 per 
minute, to the Redington Cartoner operat- 
ing at 110-115 per minute. Only one op- 
erator is needed for each unit, as the 
photograph shows—there is a continuous 
flow of tubes from the fillers to the 








Redington and another continuous flow of cartoned 
tubes from the Cartoner. Each operator has an easy, 


normal job. So efficient is this system that Colgate’s 
report from 93% to 98% efficiency. 

If your own packaging units are not properly co- 
ordinated, perhaps we can help you develop the kind 
of teamwork that has paid in actual dollars for 
Colgate. 


Write us how—now! 


F. B. REDINGTON CO., Est. 1897 
110-112 So. Sangamon St. 
CHICAGO, ILL. 


REDINGTON 
Packaging Machines 
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BURT Designs 


and 


Creations... 


OUR container is 
the "introduction" 
to your product. 





F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


- Canadian Division - 
Dominion Paper Box Co., Ltd., Toronto, Canada 
Manufacturers of Fine Set-Up Boxes 


AN cl soe kN ERS. ie: a nae 
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Put a Triplex to Work 


Ne MATTER what you are wrapping . . . solids, 
twin halves or four quarters... the new 


AUTOMAT Triplex will do the job better, faster 


and cheaper. 


Proof of this unqualified statement is contained in 
a survey of Triplex performance wherein figures are 
shown that this newest member of the AUTOMAT 
Family shows an annual saving over hand wrap 
methods of $4,201.00 based on a daily produc- 
tion of 10.000 pounds in ratios of 30% solids, 
10% twins and 60% quarters. 


Send for this survey . . . every word will interest 


you. Mailed free. Address 





THE AUTOMAT MOLDING & FOLDING CO. 
Toledo, Ohio 


New York Office 


172 Chambers St. 306 Calo Building 
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Los Angeles Office 


Does 
TheWork of 
















A quick, easy ad- 
justment and the 
“Triplex” wraps 
and cartons pound 
solids; or... 


Another simple ad- 
justment and the 
“Triplex”? wraps 
and cartons twin 
halves; or... 


Still another ad- 
justment and the 
“Triplex”? wraps 
and cartons four 
quarters. Write 
about it. 
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Trade Mark Reg. U. S. Pat. Off. 


TSENE. 
es PROTECTION 


No other transparent wrapping material 
can give the protection of Marsenette... 
no other protective material its visibility. 


Marsenette will withstand wear and tear 
... will take print and keep it and will 
stand climatic changes. 


Available in six colors . . . in open mesh 
and finer weaves... in sheets or rolls. 
Other colors and netting material on 
quantity runs. Samples... yours for the 
asking. 


Becoming a Marsenette convert is easy. 
Just send for a few samples... make a 
few changes... and then write your 
own order. Start with the samples... 
today. 


Marsene 


TRANSPARENT PAPER CORP. 
Gary Indiana 
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saleable with Milapaco strip laces 


. 





Sree laces that “dress up” a box make the contents more 
inviting. They actually increase sales—creating a demand for 


your customers’ products . . . and for yours! 
Milapaco Laces come in a wide variety, meeting every 


taste and need. They are easy to handle, adaptable to machine 
Top, Ivy Design, No. 358 
Second, Rose Design, No. 351 ° ; : 
Seiad Sandie tances use, economical. Write for samples and prices. 
Below, Grape Design, No.552 





Milapaco Paper Products include Lace 
Mats, Cellulose Padding, Dividers, 
Bon Bon Cups, and other accessories 


for the Boxmaker and Confectioner. Lace ‘Papers of Character 


REG. U.S. PAT. OFF 


MILWAUKEE LACE PAPER CO. . . . GORDON PLACE . . . MILWAUKEE, WISCONSIN 
8 MODERN PACKAGING 
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‘ol .. hectare nds of dollars 


in fractions of ounces ! 


Ae “The old axiom that says an ounce of pre- 


me 


= vention is better than a pound of cure is par- 
WILDROOT 
HAIR TONIC 


ticularly true in packaging. Even a fraction 


of an ounce waste or overweight per package 
or container can easily run into large sums 








lost yearly. We use Pneumatic Machines as 
@ preventative against waste and inefficiency 


in packaging our product.” 


MR. HOYT R. SHEHAN 
VICE-PRESIDENT, WILDROOT COMPANY 


As Mr. Hoyt R. Shehan, Vice-President of the 
Wildroot Company, Inc., so aptly points out, there 
are few operations in your plant where profits can 
be lost more quickly than in packaging. A fraction 
of an ounce overweight, a slight waste in filling 
each bottle, package or container can easily run 
into thousands of dollars of lost profit yearly. 


America’s largest producers of packaged goods, 
have a method of avoiding waste and assuring the 
highest efficiency in their packaging operations— 
Pneumatic Machines. They find in Pneumatic 
Machines the ideal balance of speed, accuracy and 
dependable operation that they cannot duplicate 
by any other method. 





Send for the book “An Interview.” It gives you 
a concise yet all-inclusive picture of the Pneumatic 
Scale Corporation, its experience, accomplish- 
ments and ability to serve you. 


PNEUMATIC MACHINES 


Carton Feeders— Bottom Sealers— Lining Machines 


—Weighing Machines (Net and Gross)—Top Sealers 
—Wrapping Machines (Tight and Wax) —Capping N - U MA j A [ ' 
Machines—Labeling Machines—Vacuum Filling Ma- } ( - e 
chines (for liquids or semi-liquids)—Automatic Cap- 
ping Machines—Automatic Cap Feeding Machines— AC KAG } N 4 M AC H i N ERY 
Tea Ball Machines. 
PNEUMATIC SCALE CORP., LTD.. NORFOLK DOWNS. MASS. 
Branch offices in New York, 26 Cortlandt St.; Chicago, 360 North Mic n Ave.; 


San Francisco, 320 Market St.; Melbourne, Victoria, Sydney, N. S. W. and 
9 Whitehall, London, England 
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of your product Use A : 
' 
RIEGELS GLASSINE WRAPPER : 
Inside or outside, waxed or plain, printed large capacity is one of the greatest safe- 
or unprinted . . . according to the purpose guards for the individual user of large 
it serves. Every year for a multiplicity of quantities of glassine paper. 4 


uses, our plant at Milford, N. J. produces A dependable source of supply, producing 


over thirty million pounds of glassine. This a quality product in quantity. 





RIEGEL PAPER CORPORATION 


Formerly The Warren Manufacturing Co. 
342 MADISON AVENUE, NEW YORK, N. Y. 
Mills in New Jersey at Riegelsville and Milford 
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Worip's Most FAmMous PACKAGE 


‘]Fe New Anderson Free-Flowing and Non Free-Flowing 
Packager produces 30 finished packages a minute, averaging 
from 10,000 to 12,000 complete packages daily—one operator 
replacing eight handworkers. 


It offers easy handling moisture-resisting bags and perfect protec- 
tion for the most delicate dessert powders. It weighs non free- 
flowing materials without waste, keeping the product in its original 
orm and condition. 


Small wonder that the satchel bag, the world’s most famous pack- 

e age, is used by such famous firms as the makers of Jell-O, Junket, 
My Own, Royal Gelatine, Kwik-Set, etc. Write for more in- 
formation. 








11 Park Place 
New York City 
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SEALING 
WITH 


STANDARD 


AT THE 
AMERICAN 
SUGAR 
REFINING CO. 


NE of the battery of Standard Sealing Machines 
used at the Brooklyn Refinery to facilitate the 
production of sugar. Automatic top and bottom 
sealing at high speeds with dependable accuracy 
necessitated the installation of Standard Sealing at the 


American Sugar Refining Company’s five refineries. 


Wherever automatic production is required and wher- 
ever satisfactory results are desired—specify 100% 


Automatic Standard Sealing Equipment. 


MAILLER SEARLES, INC. CHICAGO, ILL. 
135 Fremont St. CT 208 West Washington St. 
San Francisco, Cal. cll iat Al 
Cc. S. duMont 
JOHN F. WILLARD & SON Windsor House 
335 E. 4th St. Victoria Street, S.W.1 
se areaiasiaiesaal SEALING EQUIPMENT CORPORATION a ee 


Rawson Street and Queen’s Blvd., LONG ISLAND CITY, N. Y. 
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An outstanding imitation 
gold leaf which offers 
these “BIG FIVE” advan- 
tages to the Box Maker. 













Versatility in application on 
all materials. - - - - - 





Inherently an anti-spread 
material. - - - - - = 






Clear, easy release. - - - 






Smooth, lustrous surface. 


Unusual adhesive qualities. 










Label by FERDINAND BUEDINGEN, ROCHESTER, N. Y. 
RSS SpE SRE RD EE SR AOR 






As the name implies, VERSIFOIL is essentially a versatile foil, by reason of its excellent release 
and anchorage. 


Combining the finest attributes of other imitation gold leaf products, VERSIFOIL is 
adapted for stamping all the varied materials used in boxmaking. You can definitely 
depend on it not to hitch or halt at any kind of cloth, imitation leather or 
specialty paper, since it is adapted for all materials alike. Box Makers and 
stampers don't have to specify a different number or quality for each 
particular job—VERSIFOIL is capable of performing its best work 

on all box materials with uniform success and effectiveness. 
....and Versatility is only one of the five distinctive features 
that make VERSIFOIL the outstanding achievement in 
imitation gold leaf for the boxmaker. 











It will pay you to investigate the possibilities of 
VERSIFOIL. Let us send you a sample. 






re W. 


16 Franklin Street Medford, Mass. 






Distributors Branch Offices 
N. Nelson 82 St. Paul St., Room 705 
318 Gilfillan Bldg. » St. Paul, Minn. Rochester, N, Y. 
Arthur J. Bergren 200 Hudson St. 
19 So. Wells St. Chicago, Ill. i { New York City Walker 3944 
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IN ALL JU/TICE TO YOUR PRODUCT 



































Your product may 
be perfect but if 
your package is 
imperfect then you 
can be certain that 
the contents will 


be impaired. 


The package you 
place your product 
in should have 
these qualifica- 
tions. It should 
be moisture-proof, 
dust-proof, and 
odor-proof. And at 
the same time the 
cost, speed limita- 
tions and efficiency 
of the package 
should be taken 
into consideration. 


Peters Automatic 
Packaging Machin- 
ery meets all these 
requirements. The 
Peters Package 
forming and lining 
machine shown 
here will give you a 
sanitary and pro- 


a 


tected package, 
savings in produc- 
tion costs and 
speedy, efficient 
packaging. 


In actual operation 
it replaces five hand 
operators and ef- 
fects an annual 
savings of $3500. It 
takes the carton 
blank and a super- 
imposed sheet of 
protective paper, 
forms an open re- 
ceptacle, interfold- 
ing the lining with 
the flaps so that 
they become an in- 
tegral part of each 
other and locks the 
tucking flaps into 
place. Forms and 
lines 40 packages 
per minute an/‘d 
more. 


In all justice to 
your product and 
to yourself—call in 
a Peters Engineer. 








PETERS MACHINERY COMPANY 
GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
ZEN CHICAGO.US.A JEN 


MODERN PACKAGING 






























5) 

CY) eee : 
® e220 A 9? °° . 

° 200, @,6 

bd bd ~ % oe $ 7 / 
y ° . 3) ® ; 

, 09008¢ Pp geo 0 e® © 

Be oy p e & 






© 
e 
4 ° 
: a 
= Pi] (3) 
ie Roe 2.2. e a2 5 ° rs 
re 28 e%e a < mg ° oe? “. ‘ >, > eo? e°°o <ooo” 
a a > ; 
+o een? @ a? As ; > 8 ee ‘“ ° S0—°?*,2° 00 ® 0° % © . 
29 55 Poo ee ; , 9° oe, e”a e » o° °o é 
2° 2° _ : ee ae Se%,Q00 Oe og "e>5° eo? 
2. : i : ® ) 
25) @°% ee?” ® ey 9 © ° @5° eo ® Ps 
é ° : ° r) ° 
a 


eo 


o 


MOSAIC 
BOX PAPER 


Imagine a box exquisitely set with different 
colored stones, in such a way as to form 
a design, such as was produced after days 
of labor by the artisans of Old Venice. Such 
a box is now possible through the use of 


this latest creation, by merely a few turns 


of a pasting machine - and at a popular 


everyday price. 


Sample books, showing Mosaic colorings of 
the old masters have just been prepared 
for your use - also large working sheets will 
be mailed promptly on request - no obliga- 
tion of course -a postal or letter with full 
mailing directions is all that is necessary. 


Call for Mosaic M. C. 541 


HAMPDEN GLAZED PAPER & CARD CO. 
HOLYOKE, MASS. 











Aumost any box looks all right when it reaches your 
shipping room .. . . but how it looks when it reaches its 
destination is another story! 

Mason Modern Mailers have the look of aristocrats, but 
the real value lies beneath the surface. It’s their construc- 
tion which guarantees their performance. They always go 
through clean, unbroken. The mails won't hurt them. More 


expensive? No, because of proved economies! 


Try this Test... ask for a sample Mason Modern Mailer. 


Fill it. Mail it to some distant point with instructions for 


it to be re-mailed to you. Write for prices---Catalog. 


Ma/on 


Modern Mailers 


The Mason Box Company, Attleboro Falls, Mass. 


INN re Cem 
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AUTOMATIC 
PACKAGING 
MACHINERY 








Pays for Itself 
in 


26 Months 













PACKOMATIC Machinery turning out 30 packages per minute for 
Young and Griffin Coffee Company, Brooklyn, N. Y. ‘‘Very little 
service has been required in the two years these machines have 
been in our plant.’’ H. M. Mooney, Superintendent. 













The Young and Griffin Coffee Company, Brooklyn, New York, 
installed a complete PACKOMATIC Packaging unit— 










PACKOMATIC Lining Machine 
PACKOMATIC Scott Scale and Transfer 
PACKOMATIC Top Sealer 

PACKOMATIC Wax Wrapper 













—Saving the labor of ten people, or approximately 
$150.00 per week. This saving pays for the equipment in 26 
months. 











PACKOMATIC Packaging Machines are being used 
by hundreds of leading manufacturers, because of their sturdy 
construction, efficiency and high speed; and because of their 
adaptability to meet the requirements of every type of package. 












A PACKOMATIC engineer is ready 
to consult with you about your pack- 
aging problems without obligations. 






Write for catalog. 


ep hora 7 Le 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 











NEW YORK CITY ST. LOUIS LOS ANGELES 





BRANCH OFFICES: 
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Twenty-five years of 
Shoup craftsmanship 
and the best in board 
and glue combine to 
make these fine Mail- 
cases. Standard colors 
are green and grey. 
However, other color 
scheme preferences are 
obtainable 


FROM PLANT TO PURCHASER 


From the minute your package leaves your 
plant to the moment it is received by the 
addressee, you are assured perfect pro- 
tection against prying eyes and tampering 
fingers with the use of the 


TAMPER-PROOF 
SHOUP Gveilokt SEAL 


a seal and lock in one » » just a slight 
pressure on two little bullet pins... snap... 
and your package is permanently sealed 
without fuss or bother. It requires no 
sealing wax, string, or other inconveniences 
and is recognized as the ideal box for 
registered and first class mail. Convince 
yourself of this perfect protection against 
pilfering. Write for a sample Mailcase. 


A. D. SHOUP COMPANY, INC. 


34 to 86 Thirty-Fourth Street 
BROOKLYN» » » NEW YORK 
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A FRANK TESTIMONIAL 


to the accuracy of Stokes & Smith 


American Fillers are the cans of =~ 


the Frank Tea and Spice Com- oy = 


pany, Cincinnati, filled in fe, Sa 
2-0oz., 1Y%-0z., and 1'%-oz. . -» << 
quantities on the Auto- : 


matic 60 per minute 
American Filling 
Machine. 


The accuracy of Stokes & Smith American Fillers has become a tradition 

wherever fillers are used. Their economical and efficient operation is another 

reason why Stokes & Smith installations have been made in the leading plants 
of this country. 


FILLING MACHINES 
CARTON SEALING MACHINES WRAPPING MACHINES 


STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U. S. A. 


LONDON OFFICE—23 GOSWELL RD. 
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oo WORLD'S LARGEST PRODUCERS OF 
conway, aS CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
bees | ee BOX BOARDS, FOLDING BOXES AND PAPER PAILS 


FOURTEEN BOX FACTORIES ~ SEVEN PAPER MILLS NATICK, MASS. 
BOX FACTORY 
— 





CHICAGO 
3 BOX FACTORIES 
QmILis 








—* 


\ WAREHOUSE 
mAN non foeee 


ANDERSON, IND. 
2 BOX FACTORIES 
CLES. S PHILADELPHIA, PA. 
2 80x FACTORIES 
. CARTHAGE IND : FAIRMONT.WYA. soanee 
Opeaee 


BOX FACTORY 
CINCINNATI,O. 
2 FACTORIES 
eres 
CHARLESTON.W.VA. 
BOX FACTORY 


CONTAINER CORPORATION 
OF AMERICA 


Successors in the business of 
Mid-West Box Company, Sefton Container Corporation 
and Gibraltar Corrugated Paper Company 


CHICAGO, ILLINOIS 





seinen 


Our Progress is the Gain of Our Customers 


THE growth of the Container Corporation of America is a notable one in these times of 
stress. Its progress is a tribute to sound management and a dependable, high quality of 
products which have secured the confidence and support of many of the Nation’s biggest 
buyers and shippers as well as a host of manufacturers with smaller, but nevertheless 
important, requirements. 








With the acquisition of the Sefton Container Corpora- 
tion in the early part of the year, our line of quality 
Corrugated and Solid Fibre shipping containers and 
Box Boards was supplemented by a fine line of Fold- 
ing Boxes and Paper Pails, well known and popular 
with the trade. Recently another plant, the Gibraltar 
Corrugated Paper Company, was secured, resulting in 
an unequaled manufacturing setup of mills and box 
factories in strategic locations which insures superior 
service to customers. 
Again, our new contribution to the corrugated field— 
MYRACOL—which enables buyers to secure corru- 
gated boxes in all the colors of the rainbow, at a very 
slight increase in cost, further indicates progress in 
research that is outstanding in the field. We are 
happy to be able to fill the long-felt want of shippers 
for a package in colors that not only gives their goods 
big publicity but also brings home the name and 
ar aN trademark of the maker to the consumer. Here’s 
frcbocrd fos. "Note double well retnforsinents Jor protecien, Your big chance to come before the public with a 
real advertising package. 


Write us for complete information on your requirements for any one of our many products. 
On request our box engineers will call to help solve some intricate packing problem. No ob- 
ligation. In regard to MYRACOL colored boxes—write in direct care of General Sales, Chicago. 


CONTAINER CORPORATION OF AMERICA 


Mid-West Box Company Sefton Container Corporation 


Seven Mills ¢ Fifteen Factories / \ General Offices Conway Bldg. 
Capacity + 1300 Tons Per Day \ ¢} «6111 W. Washington St., Cnicaco 
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World Automatic Straightaway Labeler 
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Fully automatic. In two types, the Single for face labeling (as illustrated) and the Double 
labeler for applying front and back labels in one operation. It is particularly designed for 
labeling flat, round, oval or panel bottles and jars and other packages, and various sizes of 
bottles can be handled on the same machine. 

Operating parts are readily accessible. An experienced operator can easily and quickly change the 
labeling attachments from one size to another. Bottles are labeled in an upright position, automatically 


timed and centered and each label is correctly placed. Labels are gummed in the center as well as on the 
edges, insuring uniform and smooth labeling. Conveyor can be made to meet individual requirements 


and connected to other automatic units. 


The complete line of World Labelers includes both automatic and semi-automatic machines. 





ECONOMIC MACHINERY COMPANY 


Largest Manufacturers of Labeling Machines in the World 
WORCESTER, MASS., U. S. A. 


WORLD LABELERS 
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OT WE tL’ 
CHICAGO : 


What is 
soft, fluffy 


and melts in 
your mouth? 


ARSHMALLOWS! How did you guess 
M it? You didn’t guess... you saw 
them—in the popular Cellophane 
package. 

Cellophane has placed the neat new 
packages of Shotwell Marshmallows in 
many new stores that never handled 
marshmallows before. It has increased sales 
enormously and created a new business en- 
thusiasm for marshmallows. 

Du Pont Cellophane holds a very im- 
portant place in modern packaging and 
merchandising. It increases the attractive- 
ness of any package . . . brightens it up for 
speedier sales. It shows the product and 
gives it complete protection. 

Cellophane can be adopted in many ways 
that will lead into profitable channels of 
business. Take advantage of the services 
offered by our Package Development De- 
partment, which is made up of a group of 
packaging experts. 

Du Pont Cellophane Company, Inc., 
2 Park Avenue, New York City. 


RoE 


REG.u.S.PAT.OFF 


Cellophane 


Cellophane is the registered trademark of the Du Pont 
Cellophane Company, Inc., to designate its transparent 
cellulose sheeting, 


SHOTWELL'S 
CHICAGO 
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Mason Box Company, as their offering in the recent ter-centenary in Boston, entered the float, 
here reproduced from their own House Organ, which also stated that the giant 
de luxe jewel box was ‘‘covered with Keratol.”’ 


The Modern Market Is a Dress Parade 


—and the way you dress your package 
is the way you stress your product. 


sal 


The Mason Box hha 
Company, mak- Plan now to give your package the distinc- 


ag sonha tion of a Keratol surface. Appeal to the 
ucts that are possessive desire of the human beings who 
Bt ae el he do the buying . . . . . though Keratol is ap- 
competition use plied like paper, it is far more attractive to 


the eye—and to the touch. 


NSB THE KERATOL COMPANY 


REG. US PATEN 


T OFFICE | 
“THE HIDELESS LEATHER 


de FI sardine 460 South Street 
NEWARK, NEW JERSEY 
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ACKAGE 
DESIGN 
CORPORATION 


EIGHT MURRAY ST. 
NEW _YORK 


ce 
















December 1930. 


Gentlemen: 










No phase or process of manufacturing or merchandising entails more 
real anxiety, than the birth of a new product or the conversion of an 

old one. Only the manufacturer who has been through this experience can 
fully appreciate the hazards and difficulties, resulting often in a last 
minute creation, done in half an hour with many pencil strokes and inspired 
by a competitor's product. 









But thanks to the constantly improving tastes of the buying public, 
manufacturers are today seeking the services of specialists or experts 
for designing their new products and packages or improving their old ones. 












We have proved that our methods of approaching a problem, establishing 
the objective and developing the vehicle for its desired accomplishment 

together with the knowledge acquired by specializing in this work, can be 
applied to the problems of any manufacturer whose product is offered for 
retail sale. 











Thorough knowledge of and continuous close association with design and 
merchandising problems has gained those sales results for our clients 
which mark our progress. 









The varied list of industries represented by the clients we have success- 
fully served, demonstrates this fact. 


Cordially "he fale 


EDWIN H. SCHEELE 
President 
PACKAGE DESIGN CORP. 















HOIHM LNIWHSIIdNODIDV 


DEMONSTRATES 


A RECORD OF 


Ol ALIITIAV ANO 


SERVE YOU... 


PACKAGE DESIGN CORPORATION, 8 MURRAY ST., NEW YORK 








National Labelers 


SAVING 


up to 


THEIR COST 
EACH YEAR 


HE savings that a National Labeler 
has made for many manufacturers 

have more than paid for the machine 
Above—the National 


Midget Labeler in the im. less than one year. 
plant of the Boyer 
emical Company, 


Chicago, limes. One prominent manufacturer is saving 
$2346.00 a year with each machine. His packages 
are being labeled more accurately than before even 
though the speed of labeling has been trebled. 
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® The Boyer Chemi- 
cal Company, man- 
ufacturers of popu- 
lar priced perfumes 
and other toilet 
articles, handles 
the labeiing of its 
varied line with a 
National Labeler. 


Some of the labeled 
products are shown 
at the right. 












































If you would like to see the complete report and 
analysis of the savings, a representative will be glad 
to call and go over it with you. He will also be glad 
to analyze your labeling problem and submit a rec- 
ommendation with estimated savings for your plant. 













The containers, it 
will be noted, are 
all flat, or panel 
type. 


The labeler is 
equipped with a 
“press wiper” espe- 
cially designed for 
the application of 
these labels. 




















Of LABELING 
af MACHINE CO. 


60 Ellsworth Street, Worcester, Mass. 
Division of 

THE LIQUID CARBONIC CORPORATION 

3100 South Kedzie Avenue, Chicago, Illinois 
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SPLIT-SECOND APPROVAL! 


The attractive package impresses favorably at a glance. It is easier to 


recognize and easier to remember. 


Folding durably—reproducing faithfully—Ridgelo Clay Coated Folding 
Boxboard distinguishes the cartons of many products that are profiting 


by split-second approval. Are your cartons earning this advantage? 


Send for samples of the nine stock colors of Ridgelo. 


RIDGELO CLAY COATED FOLDING BOXBOARD 


Made by 
LOWE PAPER COMPANY Ow Ridgefield, New Jersey 


Representative in Canada: W. P. BENNETT & SON 
32 Front Street W., Toronto 
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NEW 


SPENCER CELLOPHANE PACKAGER 


THE GREATEST INNOVATION IN 
THE PACKAGING INDUSTRY 


PACKS LOOSE PRODUCTS ~ 


Transparent Cellulose is an ever increasing factor 
in the merchandising of today. Every progressive 
manufacturer is striving to attract the attention of 
the consumer by mirroring his product. 


One of the greatest aids to packaging products 
in transparent material and one of the greatest in- 
novations in packaging machinery, The Spencer 
Automatic Packager, is now being offered to 
users of Cellophane or any other translucent 
cellulose. 


This machine is completely automatic, requiring 
absolutely no hand labor. It takes your product, 
be it loose, free-flowing or bulk and with one 
operation makes a transparent container, fills it, 
seals it and you have a secure, tightly wrapped, 
hermetically sealed package. It does not harm 
or affect your product in any way in the process 
of packaging and enhances the appearance of 
your product considerably. 


The Spencer Automatic Cellophane Packager can 
be quickly adjusted for any product for it has a 
size variation of one inch to six inches in height 
and 2'/, inches to 2°/, inches in diameter. The 
machine can be fed from either single or double 
roll. Its average output is from 1000 to 1500 
containers per hour. 


What makes the Spencer Automatic Packager 
more unique is its savings to users. By using the 
translucent cellulose paper without waste it saves 
in paper costs. It saves hand labor by eliminating 
handwork entirely. The compactness of the ma- 
chine conserves working space. The tight, com- 
pact package the machine produces saves storage 
and shipping costs and the measuring device in- 
sures a correct weight. The saving in carton 
costs alone will more than pay for the machine. 


The cost of the Spencer Packager has been calcu- 
lated at from '/, to '/; of a cent per package. 
This includes all materials and equipment for the 
operation of the machine. The cost is negligible 
when the advantages and savings of the machine 
are considered. In fact, the machine more than 
pays for itself. 


The Spencer Packaging Machine will earn you 
a profit while it pays for itself. For better pack- 
aging, for greater economy, for greater sales and 
for further information, write to 


INTERNATIONAL 
at G ONCIIN ICH VANG niin | a Oe 


130 NO. WELLS ST. 
CHICAGO, ILL. 
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More Production 
with the’ 8 Electric 


‘ -feavarn® 











vy 


Vii a44 


Pls is the new improved vacuum principle 
\ filler which will enable you to increase volume— 
| 4 cut production costs! 
’ 

\ 


By actual test, it handles 50% more bottles in a given time than any hand- é 
‘ operated machine. Place the bottles on the machine, press a button—and : 
\ presto! The bottles are filled perfectly and automatically. The filler head 
‘ raises and lowers—feeds empty bottles and discharges filled bottles with 
e ) the same movement—all accomplished by the one cam operation. That 
: : . greet time-waster, the hand lever, is gone forever. The electric motor 
; has triumphed again! 













The ‘‘A8”’ Electric is equipped with an automatic overflow return, 

and an automatic belt discharge conveys the filled bottles to the cap- 

ping and corking unit. Leaky, broken or cracked containers are 
automatically eliminated. 


emneet! 
ncsnneett eee 







Let us tell you how our engineers can supply a complete U. S. 
Automatic Filling and Capping Unit, at reasonable cost, 
with a definite earning capacity in your plant. Our engi- 
neering staff has pointed this way to More Output, Less 
Labor and Reduced Costs for many of the world’s most 
careful bottlers. You incur no obligation by consulting 
us, and you’re bound to profit by it. Write... today! 


U. S. BOTTLERS MACHINERY CoO. 
4015 North Rockwell Street, Chicago 
More Output—Less Labor 











































Filling head raised and feed bar forward. Filling head hous and feed bar returned 
for new change of bottles. 
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APERGLAS 


Preserves without preservative 


In preserving the “factory freshness” of food prod- 





ucts while in transit and in the retail store where 
temperature and humidity are constantly changing, 
the hygienic value of Paperglas has been proved. 
Being greaseless and greaseproof, dustproof, air and 
moisture-resisting and exceedingly strong, it becomes 


at once the logical transparent glassine paper wrap- 





Paperglas is furnished not per. Truly, a Paperglas-ed package is a package 


only plain, but in 17 preserved without preservatives. 


different embossed pat- 


terns, one of which is Westfield River Paper Co., Inc. 
sure to meet your fancy. Russell, Mass. 
Write for samples. New York City Office 


501 Fifth Avenue 
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38 EXACT WEIGHT SCALES safeguard profits 


Peud weight control 


is profit control...” 


says Mr. Vagnino 


and manufacturers every- 
where are seeing that the turnover 
of bulk merchandise is a hazard 
unless there is visible control of 
package weights. 


EXACT WEIGHT Scales get more 
finished packages from bulk weight 
because they simplify the act of 
fast accurate weighing, and quickly 
make expert. weighers out of un- 
skilled labor. 


May we tell you the story of EXACT 
WEIGHT SCALES and explain how 
they safeguard business profits? 


Precision Scales for every industrial 
requirement. 
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EXACT WEIGHT 


The Exact Weight Scale Co. 
512 W. 5th Avenue 
Columbus, Ohio 


MODERN PACKAGING 


SCALES 


Canadian Representatives: W. & T, Avery, Lid., Toronto, Montreal 


Sales and Service offices 
in principal cities 








j 
m) 





—~ 7 Sy R, 


JAN 


y a On On OS Oe =2 Dy Ge => 





PRDORIAN PAPER COMPANY 
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Meet the Little 
Glass Bender 


A New Machine That Makes the 
Delicate Job of Cellophane Wrapping 
fully Automatic! 





JOHNSON 
CELLOPHANE 
WRAPPING 
MACHINE 
Model B 


If you believe your packaged product will of a whole group of hand wrappers. 
look better and sell faster wrapped in the The Johnson Cellophane Wrapper (model B) 
glass-like film of Cellophane, start now. Here is a compact unit which automatically cuts 
is the machine that will do the wrapping for Cellophane from the roll, feeds it to wrapping 
you. It steps in where hand-wrapping has _ position, takes the package as inserted by the 
been the only practical method of using Cello- operator, neatly folds, wraps and seals. Porta- 
phane on short runs, and scatters high costs. ble, and economically powered for light-socket 
One operator with this machine will do the work operation, it offers improved packaging at 
lower costs to many plants. To con- 
JOHNSON AUTOMATIC SEALER CO., Lto. Ne ae ee 
a secure full details. For large volume 

(Subsidiary of Battle Creek Wrapping Machine Co.) : 

BATTLE CREEK, MICH. requirements ask also about the 
Johnson High Speed Cellophane 


Foreign Representative ; : 
C. S. du Mont, Windsor House, Victoria St., London, England Wrapping Machine. 








BATTLE CREEK, MICH. 
Please see that I receive full data on your new Model B Cellophane Wrapper. 


th 0 Tell me also about the Johnson High Speed Cellophane Wrapping Machine. 
O Have your representative in my territory call. 


AY n Pal JOHNSON AUTOMATIC SEALER CO., LTD. 
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BLISS 
BOXES 


REDUCE 
PACKAGE 


ok ee 


20; 
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ORE than two million Bliss Fibre Boxes were used last year for 

the shipping of packing house products. Many more millions 
were used in other industries. In fact, wherever exceptional 
strength and carrying ability are required in shipping, you'll find 
the Bliss Box rapidly replacing the wooden container. 


The Bliss Box (Patented) is of three-piece construction and com- 
bines a maximum of strength with a minimum of board used. All 
four vertical edges are reinforced with flaps sealed by wire 
stitching. It is the strongest and cheapest fibre container on the 
market today. All board mills are licensed to manufacture Bliss 


Boxes for their customers. 


The Saving in initial cost of the container as compared with 
wood and the reduction in freight charges due to lighter fibre 
board boxes will cut package costs 20% or more. 


H.R. BLISS COMPANY, Inc. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for All Types of Fibre containers 


NIAGARA FALLS, N. Y. 


50 Church St., James Q. Leavitt Co., 608 So. Dearborn St., Harry W. Brintnall Co., 
New York, N. Y. Ogden, Utah 


Chicago, Ill. San Francisco, Cal. 








COMPLETE COPY OF THIS 4-PAGE ARTICLE FREE ON REQUEST 


thermore, it 1s SO beautitul and cfearr tmeav 1 
adds to the quality impression when your 
package is opened. 


Kimpak 


REG.U.S. PAT. OFF. & 


CREPE WADDING 


ABSORBS 16 TIMES ITS WEIGHT IN MOISTURE 


Kimberly-Clark Corporation, Neenah, Wis. MP-12 


Address home office or sales office at 
8 S. Michigan Ave., Chicago; 122 E. 42nd St., New York City 


Please send me complete article on mail packing and sam- 
ples of Kimpak. 


Name 





Address ...... 





Attention 





Our Product iS.cecceccccceecnen 


O We are sending a s 
Please repack with Kimpak and return. 
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Music 

like that 

still rings in 
our ears—and 
incidentally—still 
makes them red. 
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FOR SMALL’ UNIT PACKAGES 
AT A REASONABLE COST 


ADAPTABLE 


This machine can be readily adapted 

to meet the demands of many manufac- 

turers and distributors of confections, nuts 

and free-flowing food products in small unit 
packages of varied dimensions. Cartons may be 
wax paper lined if desired. 





FLEXIBLE 


Materials can be handled by count, weight or volu- 
metric measure. All measuring devices are easily 
adjusted to vary the amount to a package. The 
speed is adapted to the rapidity of flow of the prod- 
ucts, averaging 50 to 120 cartons per minute. 


Specifications and estimates gladly given. Send us 
your samples. 


CARTONING MACHINERY CORPORATION aiopeistANo 
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THIS 











IS THE ERA OF 


PACKAGE 








MERCHANDISING 






























MAMUTACTURERS OF 
THE FOLLOWING 


MIDOLEBY 
PRODUCTS 


JELUES 
PRESERVES 
PIE FILLINGS 
MINCE MEATS 


PRESERVES 

& JELLIES IN GLASS 
MIDDLEBY BRAND 
FEDERAL BRAND 


(MPERIAL BRAND 
SODA FOUNTAIN 

Fruits & SYRuPS 
GOTTLERS SYRUP 


FRUITS AND 
FRUIT FLAVORS 
FOR ICE CREAM 
MANUFACTURERS 


GELATINE 

DESSERT POWDER 
BAKING POWDER 
WHIPPING POWDFR 


EXTRACTS 
coLors 
MARSHMALLOW 
GLACE FRUITS 
CHERRIES 
CITRON 


COMPLETE LINE OF 
BAKERS, CONFECTIONERS 
ICE CREAM MANUFAC 
TURERS' SUPPLIES 





Jos. MIDDLEBY, JR.ING. 


ESTABLISHED 1870 


The Daylight Factory 


MID B DLE 
327-347 SUMMER STREET 
Boston, Mass. 


October 23, 1930. 


Continentel Can Company, Inc., 
100 East 42d St., 
New York, N.Y. 


Gentlemen: 


We have received, and put into 
use, the Lithographed Cans which we purchased 
from you for packing our Midco Oocoa. 


There have been so many favorable 
comments upon the attractive appearance of 
these cane that we thought we would like to 
convey the compliments to you. 


We feel certain that these cans 
are going to have a very healthy effect on 
the sale of the Cocoa. 

Yours very truly, 
JOS. MIDDLEBY JR. INC. 


K. H. Ki eisch 
KHK*O Vice PreS & Sales Mer 
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CONTAINERS BY CONTINENTAL 





tae unsolicited letter speaks 
for itself... tells a story much better than we 
could tell it ourselves. It is a tribute to still 
another Continental achievement in “Packag- 
ing To Sell.” 

This MIDCO counter salesman — colorfully 
lithographed, and exceptionally convenient for 
use, has already received many favorable 
comments as to its appearance and, as Mr. 
Kalbfleisch says, is going to “have a very 
healthy effect on the sale of cocoa.” 

Measured by both appearance and results, 
here is another typical example of Continental 
service to manufacturers who are increasing 
sales by better packaging. 


CONTINENTAL CAN COMPANY, INC. 


Executive Offices: 
NEW YORK: 100 East 42nd Street 
CHICAGO: 111 West Washington Street 
SAN FRANCISCO: 155 Montgomery Street 
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E. H. Rehnquist 


Of all the old festivals, that of Christmas awakens the strongest and most heartfelt 

associations. It carries the thrill of the occasion and the gladness that comes from the 

frank expression of sincere good wishes. Imbued with this joyous spirit, it is our earnest 
wish that you and yours will have a Merry Xmas. 


ee 
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A progressive step in the use of a molded plastic, 
but recently produced, has been made by Wendell 
Hauch, Inc., New York, who have placed on the 
market the rouge and powder compacts illustrated 
above. These are manufactured of Beetle, a product 
which is gaining popularity with manufacturers be- 
cause of its practical, durable and decorative qualities. 
Combined with this material a metal cover was used. 

Beetle, which is practically unbreakable, can be 
finished in all colors, assuring conformity with the color 
tastes of each and every individual. Distributed under 
the trade name “‘Morven,’’ these compacts are displayed 
in various colors with striking modernistic designs in 
contrasting shades. The motifs of these designs range 
from the geometric, universally in favor, the irregular 
waving shaded lines, so conspicuous in all things 
moderne, to a daintily conceived fleur de lys symbolic of 
beauty, delicacy and charm. In order to provide for 
the various cosmetic needs of the individual, they are 
supplied with either compact or loose powder as well 
as either dry or creme rouge. In addition to these 
features, these compacts in themselves have another 
tremendous sales argument in that they are priced in the 
popular price range—retailing at one dollar—permitting 
of volume business. 

With numerous other articles of similar use jostling 
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for favor in the eye of the purchaser, however, Wendell 
Hauch, Inc., were compelled to give considerable thought 
to the packaging of this item. From an artistic stand- 
point it was soon realized the compact design filled 
every requirement as well as performing another func- 
tion—familiarizing the public with the item itself be- 
cause of its particular characteristics. This point was 
carried a step farther and the novel individual treat- 
ment of each package was conceived with the result 
that each compact, whether red or green and regardless 
of design motif, has its own box harmonizing in the 
minutest detail with the color and the design of the 
compact itself. This is truly carrying artistic packag- 
ing to its proper sphere. The package, incidentally, is 
a set-up box, by the Kiernan-Hughes Co., covered with 
gold paper, manufactured by the Artcote Paper Com- 
pany. 

The photographs above do not do justice to these 
sophisticated new beauty accessories and a compre- 
hensive and faithful reproduction is produced on the 
front cover where the harmonizing tie-up of product 
and package with its unique color treatment is clearly 
demonstrated. The molding of the plastic for these 
compacts was performed by the Northern Industrial 
Chemical Company of Boston. Beetle is a product of 
Synthetic Plastics Company. 


Put an 


IDENTIFICATION 
Key on your package! 
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PACKAGING 
SUGAR 


— the 


essential food 


By D. E. A. Charlton 


Beginning with its recognition as an essential food 
element in the earliest records of civilization, cane sugar 
today constitutes one of the largest single items of food 
that passes through the hands of the wholesale and re- 
tail dealer. Today the United States alone consumes 
over five million tons of cane sugar every year. The 
history of the cultivation of sugar cane, its transporta- 
tion and the extraction of the cane sugar juice, the sub- 
sequent processing thereof and the refining operations 
which produce the various grades of sugar in present 
use constitute one of the most interesting chapters of 
industrial progress. 

Recently it was my privilege to view an illustrated 
story, “Energy Crystals of Health,’ which depicts 
many operations—from raw to finished product—of 
The American Sugar Refining Company. The motion 
picture covers a series of views selectively taken at the 
various plants of the company so that the audience has 
an opportunity to see each step in the story of Domino 
Sugar. Beginning with the cane sugar plantations of 
Cuba, the observer follows the progress of the raw 









product through the various stages of preparation and 
transportation to the five refineries of the company at 
Brooklyn, Boston, Philadelphia, Baltimore and New 
Orleans. Then follow the processes of mingling, puri- 
fying, crystallizing, granulating, screening and various 
special treatments which include pulverizing and mold- 
ing plates of sugar and cutting them into Crystal 
Domino Tablets. Finally—but by no means least— 
the various operations of packaging. 

This brief summary of the operations which con- 
summate in the finished package would be incomplete, 
however, without mention of the testing, analyzing and 
weighing which are done at the various points in the 
refineries in the production schedule to assure quality 
as well as correct measure and weight. Back of the 
final step in the production of Domino Sugars—the 
packing and weighing—stands the master scale room 
where all measuring weights are checked constantly for 
accuracy. The control weights are kept in strict con- 
formity with Government standards at all times. 

Having thus had an opportunity to see in a condensed 
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Equipment for automati- 
cally filling, weighing and 
sealing folding cartons 





Filling, weighing and sew- 

ing small cotton bags; 

check weighing scales at 
left 


formly high quality is an 
outstanding characteristic 
that is constantly main- 
tained in each of the several 
members of the Domino 
sugar family, and that the 
appearance of the package 
can and does serve as a sub- 
stantial means of identify- 
ing that quality. 

From an economic point 
of view, a manufacturer 
must always consider his 
packaging costs—costs of 
packaging operations and 
of the materials used—as 
an expense which bears a 
definite ratio to other pro- 
duction costs, the sum of 

form the magnitude of the operations preliminary to both being dependent on or governed by the price ob- 

the packaging work done by this company, it was to be tainable through sales of the product. In other 
expected that the same degree of thoroughness and 

efficiency would characterize the latter operations Battery of machines for formin 
atin diated in ident Crystal Domino Tablet carton : 
And this proved to be the 

case when I later visited 

one of the plants to view, 

at first hand, the packag- 

ing of Domino Sugars. The 

operations hereareidentical 

with those which are being 

conducted at the other re- 

fineries of the company— 

standardized operations, if 

you will, but necessary 

when one considers that uni- 
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Right: Crystal Domino Tablet 
acking Department; showing 
machines for cutting the sugar 





words, there is placed a limitation on the amount 
which can be profitably allocated to packaging ex- 
pense. In the packaging of Domino sugars, each op- 
eration attending it, as well as the selection of the ma- 
terials used, is planned to absorb the maximum limit of 
expense that can be economically allowed and still 
assure accurate weights, convenience and cleanliness. 
Domino cane sugars include the following: Granu- 
lated, Tablet, Superfine, Powdered, Confectioners, Old 
Fashioned Brown, Yellow and Domino Syrup. In all, 
some seventy-five packages, which include various 
sizes of cartons (sealed and tuck-in), bags, cans (tin and 
fibre), glass jugs and jars are used, practically all of 
these being completely packaged automatically. From 
this it will be seen that the requirements for packaging 
equipment constitute an 
appreciable investment. 
Considering the packag- 
ing operations as applied to 
Domino Granulated sugar, 
the units performing this 
work are adaptable to 1-lb., 
2-Ib., 3'/o-Ib. and 5-lb. car- 
tons. The cartons are 
stacked (flat, knock-down) 
in a magazine which is part 
of each machine, formed, 
blocked and bottom sealed, 
and are then carried by 
moving belt under the fill- 
ing spouts. Here, the op- 
eration consists of two fill- 
ings, the first being fol- 
lowed by a vibrating action 
applied to the partly filled 
carton to settle and dis- 
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Left: Machines for wrapping 


individual 


tablets which are 


then packed in cartons 


tribute the sugar, and the second being a final 
weighing to obtain correct weight for each package. 
The filled cartons are then top sealed, this and all 
of the foregoing operations being performed at the 
rate of about thirty-three packages per minute. 
A supplementary weighing on check scales is then 
given to certain packages of a given lot, and this 
serves also as a check on the automatic fillers and 
weighers. Completed, the packages continue their 
travel along a moving belt to an automatic packer 
which receives the supply of packages from three 
belt lines, inserts the required number of packages 


Automatically filling, closin 


labeling cans of Domino 
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into a fibre board shipping container and automat- 
ically places the filled container on a cross conveyor 
which carries it, unsealed, to the sealing unit. 

Practically the same procedure is followed in filling 
and sealing packages of Confectioners, Superfine, 
Powdered, Old Fashioned Brown and Yellow sugars, 
excepting that the cartons are lined with waxed paper 
after being formed. The same exacting care is used in 
inspecting and checking the weights of these packages. 

Automatic net weight scales are used in the filling of 
2-lb., 5-lb., 10-Ib. and 25-lb. bags of granulated sugar. 
The bags are then sewed by machine, dropped through 
a chute to a table on the floor below where they are 
packed in burlap bags (100 lb. to each) and conveyed 
to sewing machines and thence to the chutes which 
carry them to the storage floor. 

Further operations which relate to the packaging of 
granulated and special (not tablet) sugars include the 
filling and sealing of 5-lb. lithographed tin cans, and the 
filling, sealing and labeling of 8-oz. fibre cans. The 
former are filled semi-automatically, capped by ma- 
chine and packed in partitioned corrugated boxes. The 
fibre cans which are provided with shaker tops, after 
filling and sealing, are automatically labeled. 

The conveyors which carry the packed cases to the 
sealing units provide a continuous supply traveling in 
one direction. As the cases reach a given point, an 
ingenious automatic two-way throw causes the separa- 
tion of sizes so that those of one size are moved at right 
angles to the direction of travel, to be conveyed through 
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Two units in battery of 
machines for sealing ship- 
ping containers 


the automatic top and bottom sealer set to that size, 
while the others continue along the main belt to other 
top and bottom sealers. 


Crystal Domino Tablets and Crystal Domino 
Squares—made by a special process which produces a 
sugar of the highest purity, whiteness and brilliance— 
as well as the Pressed Tablets, are packed by operators 
in folded, tuck-in cartons, containing one or two 
pounds. Each package is carefully weighed before 
closing, and a cardboard filler inserted to fill up any 
space remaining, after the exact weight has been com- 
plied with, and to make sure that the tablets will re- 
main in place during shipment. A battery of wrapping 
machines, each operating at the rate of 130 tablets per 
minute, wrap the individual tablets or services, which 
are subsequently hand packed, 500 to each carton. 
The latter are supplied to such establishments as hotels, 
restaurants, clubs, dining-cars and steamships. A bat- 
tery of carton-forming machines produce the folding 
boxes used in packing the wrapped and unwrapped 
sugar tablets, feeding them to a central belt on which a 
separation is made of the various sizes by means of in- 
genious dividing devices. The cartons are conveyed 
directly to the operators as needed. 

Electric tractors and trailer trucks are used exten- 
sively in the movement of all materials, as a means of 
eliminating the labor of handling and as well to pre- 
vent damage and assure cleanliness. The Brooklyn 
Refinery alone is provided with such equipment in ex- 


Movement of supplies and 
filled packages by trailer 
trucks effects economy, 
prevents damage and as- 
sures cleanliness 
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ba lain the Domine Family 
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The part Domino pack- 
ages play in the sales of 
these products is evident 
in this large store poster 
which measures 30 x 46 


inches 


cess of two thousand unit 
trailer trucks. All supplies 
are thus furnished to the 
packaging machines and the 
completed packages are re- 
moved to places of storage 
or to the shipping depart- 
ment direct, without inter- 
mediate piling on the floor. 
In addition, large platform 
elevators serve all floors. 
Many will remember the 
original packages in which 
Domino sugar appeared 
before that trade name was 
applied to all of the prod- 
ucts of the company. The 
Domino brand at that time referred exclusively to the 
sugar tablets in domino form. On these packages was 
shown a reproduction of dominoes and a mask, the 
latter designating and being a further reminder of 
the trade name. Upon the adoption of the name 
Domino to apply to all of the products, Granulated, 
Superfine, Powdered, Confectioners, Old Fashioned 
Brown and Yellow, as well as Domino Syrups 
and Tablets, the package was changed and stand- 
ardized in design. The word Domino now ap- 
pears on all cartons in distinctive and character- 
istic lettering in blue on a yellow background. Red 
lettering is used to designate the type or grade of 


\ 


Nan 


Here, too, in this 
counter display 
card, 18 x 10 #/4 
inches, the familiar 
Domino package 
predominates 


“Sweeten it with Domino’ 





sugar as well as the net 
weight of the contents. 
The same arrangement of 
lettering is carried out on 
the small cotton bags, al- 
though the background in 
such cases is white instead 


of yellow. 

In its simplicity, legibil- 
ity and strength of type 
and color arrangement, the 
Domino package is out- 
standing in the merchandis- 
ing field—typifying cleanli- 
ness and reflecting the 
quality of the contained 
product. All of the cartons 
are made by the company 
at a subsidiary plant. As 
may be seen in accompany- 
ing illustrations, the pack- 
age occupies the position of 
prominence in advertising 
copy, and is given full credit 
for its ability to establish 
a familiarity with the prod- 
uct in the minds of purchas- 
ers. This recognition of 
the package’s part in sales 
is evident in retail window 
and counter displays which 
feature Domino sugars, as well as in other forms of 
advertising conducted by the company. 

In conclusion, we have in the packaging story of 
Domino sugars, an interesting example of efficient pro- 
duction and merchandising. The former, in that the 
methods in use have been carefully planned and carried 
out to obtain, with definite cost considerations, the de- 
sired results, while the latter—in the form of the pack- 
age itself—has afforded an effective means, likewise the 
result of careful study and application, of familiarizing 
the public with the convenience and the guaranteed 
quality and weight of Domino cane sugar products. 
A story of human and economic interest indeed! 


‘Sweeten it with 
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Packages in the Spotlight 





Left from top to bottom: Roll of facial tissue 
enclosed in decorated wooden box. By 
Rea Rita Corp. of New York. Glass stage 
coach for bath salts. By George W. Button 
Corp. Silver and bright blue carton for 
Couettes. By Johnson and Johnson. Tri- 
angular shaped box in silver and blue tones. 
Used by Liggett Drug Stores for cosmetic 
preparations. Blue and white triangular 
carton used by Nasalets, Inc. Red, green 
and white carton for tape known as Artcote- 
Ever-ready Christmas tape. 


Below: Box used for card table service trays 
by Essential Products Co. of Milwaukee. 
Black, gold and red package for stationery, 
bottom lined in gold. Used by National 
Blank Book Co., Kiggins & Tooker Division. 
Fez-shaped box in red and black for playing 
cards. ade by Mason Box Co. Sewing 
box covered in red with wrapper of printed 
transparent cellulose. Made by Mason Box 
Co. Glass jar used to introduce a new 


candy by Brandle and Smith. 
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Adhesives in Packaging Operations 


By D. V. WILLIAMSON 
President, Williamson Glue and Gum Works 






In the development of modern packaging, adhesives 
play an important part. Their work is done in such a 
silent and prosaic manner, however, that frequently 
they do not receive the attention to which their im- 
portant function really entitles them. 

Consider some of the packaging operations of today 
where adhesives are used: 

Manufacture of set-up paper boxes. 

Gluing of folded paper boxes. 

Sealing of individual cartons after they are filled 
with goods. 

Wrapping of individual cartons with a printed 
paper label. 

Tight-wrapping of cartons with printed paper label. 

Labeling of bottles. 

Labeling of cans. 

Manufacture of paper tubes and cans. 

Manufacture of fibre shipping drums. 

Manufacture of paper bags. 

Sealing of fibre and corrugated shipping cases. 

The adhesive situation on these operations is com- 
plicated by many factors, among which are: The nature 
of the surfaces to be glued; the method of applying the 
adhesive, and the speed of the operation. New de- 
velopments in packaging and wrapping materials, such 
as, for example, the introduction of transparent cellu- 
lose wrappings and moisture-proof glassine and cellulose 
products, have, in very recent times, brought up new 
and very difficult adhesive problems. 

Adhesion, primarily, is a matter of surfaces. If an 
adhesive is not chemically attracted to the surface it is 
to join together it is useless for that operation. There 
is no such thing as strength in an adhesive unless the 
surfaces to be glued together are included in the 
thought. For instance, an animal glue which makes a 
joint in a piece of furniture that is actually stronger 
than the wood itself cannot hold a spot label on a tin 
can twenty-four hours. The label would drop off 
when the glue dried because the surface of the tin 





repulses animal glue instead of attracting it, and all of 
the dried glue would be found on the paper label which 
fell off the can. 

Transparent cellulose wrappings present surface diffi- 
culties. Adhesives suitable for ordinary paper are not 
suitable for them. Adhesives for them must be at- 
tracted to their surfaces and must be transparent be- 
sides possessing many other properties such as freedom 
from odor and the ability to make a permanent, flexible 
joint. 


A generation ago the only kind of glue in general use 
was animal glue. This product is made largely from 
the hides and bones of animals and is an exceedingly 
useful commodity in many lines of industry. It has, 
however, some inherent characteristics which make it 
of quite limited value in modern packaging. Among 
these may be mentioned the fact that it can only be 
used when heated and that it has a more or less objec- 
tionable odor. 

In the last ten or fifteen years there has been a great 
advance in the technology of an entirely different class 
of adhesives often referred to as vegetable glues since 
they are derived from vegetable rather than animal 
sources; chiefly from corn and tapioca. These prod- 
ucts can be used cold and are odorless, and the vast 
majority of the labeling and sealing operations on 
packaging machinery are performed by such adhesives. 
When used with most kinds of paper or box board they 
develop a strength of joint in excess of the strength of 
the materials they join together. They possess, more- 
over, many other most desirable properties for machine 
operation. 

Adhesive operations are so diverse in modern packag- 
ing methods that there is no such thing as the one best 
glue, any more than there is the one best paint, for 
example. There is probably one best kind of paint 
for any particular operation; (Concluded on page 70) 
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WRAPPER 
Puts Over This 


Sales! 
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When the merchandising effort, now under way by 
the Oscar Nebel Company, New York, of manufactur- 
ing hosiery in particular shades to blend and blend 
perfectly with several specific costume colors, reaches 
some thousand of the fair sex, a furore in the hosiery 
industry will be created. 

The plan is simple, cleverly simple, one which women 
throughout the country have unconsciously been 
seeking these many years. The problem has been 
solved so expediently, now that it has been done, we 
question why its solution was not reached before. So 
much more credit to the company responsible for its 
inception. A transparent cellulose wrapper, a few 
color hues, not child’s play, to be sure, and the plan 
has been accomplished. 

Color is the basis of the whole idea, which is worked 
out in relation to fabrics, including accessory shades. 
Forty-two costume colors are represented and co- 
ordinated with a hosiery color range which is con- 
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A study of the wrapper, 

and the problem of cor- 

rect harmonizing en- 

semble colors presents 
no difficulty 





centrated in fifteen shades. This tends to facilitate © 
the stock problem of the hosiery department. 

The wrapper around the hosiery tells the complete ~ 
color story to saleswoman and consumer. Without | 
it this merchandising scheme could not be put into ~ 
effective use. Five samples, each a different color, q 
are printed at the bottom of the transparent cellulose ~ 
wrapper with which the hosiery beneath can be worn. © 
In this way the customer has a definite picture of how 
the colors are related, especially since the costume = 
colors are faithfully reproduced on the wrapper. 

This plan lends itself admirably to counter and ~ 
window display with its readily assimilated color in- — 
formation, and its effectiveness in other sections of a 7 
store catering to women, particularly the dress de- — 
partment, will be easily apparent. It is essentially © 
one that gets to the root of a national dilemma recog- | 
nized by hosiery dealers everywhere. As worked out, © 
the plan is so comprehensive, (Concluded on page 80) 
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/ Nn analysis of the superior 


package will reveal the use of Triangle Inks, for 
in the specification of materials by manufacturers 
who desire fine packages, only proven quality 


materials are sure to be included. 


Triangle Ink has time and time again proven its 
claim as the ideal ink for any background. Con- 
stant experimentation by laboratory experts and 
a thorough knowledge of inks have prepared 


Triangle men for your packaging problems. 


Specify Triangle Inks and assure yourself of a 
true interpretation of your artist’s sketch and of 


colors that influence buying desires. 


TRIANGLE INK G&G 


COLOR COMPANY, INC. 


26 FRONT ST. BROOKLYN, N. Y. 


231 CONGRESS ST., BOSTON, MASS. 
13 SOUTH 3rd ST., ST. LOUIS, MO. 


The Inks used on this insert are 


HYDRO CERISE No. R-4306A 
HYDRO BLUE No. B-4309A 
HYDRO BLACK No. BK-822K 











GreenandGold 
Combine 


to Make 
An Attractive 
Container 


The Glazo Company, Inc., of New York City, have 
recently announced a new manicure set which has been 
given an immediately favorable reception, with many 
resulting comments upon its distinctive and striking 
appearance. It also incorporates several utilitarian 
ideas new to manicure sets which greatly enhance its 
desirability to the woman. An item of this character 
obviously has its strongest appeal and largest sale 
during the Christmas season. Although supported 
both by advertising directly on the set and by general 
advertising on Glazo products, a set of this kind must 
be depended upon to sell, to a large degree, from dis- 
play. Both beauty and attention value are impor- 
tant—facts which plainly have been recognized, by The 
Glazo Company. The color combination of green and 
gold makes a particularly happy contribution in both 
these respects, though the choice of these colors dates 
back to recent package revisions in all Glazo products. 

Manicure products are most often used at the dress- 
ing table. In the early part of 1930, when it was de- 
cided to modernize the Glazo packages, The Glazo 
Company made it a matter of first importance to select 
a background color which would be appropriate for the 
dressing table. Colors which would clash with the 
customary decorative plan of the vanity table were to 
be avoided. A lovely shade of green was selected by 
Glazo as the color best suited to its purpose, for green 
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combines the virtues of a ‘feminine’ color and a color 
that gives prominent display on the dealers’ shelves, in 
contrast to the reds, silvers and roses so frequently 
used. Black and gold were selected as supplementary 
shades to blend harmoniously with the background of 
green. The acceptance which the regular Glazo 
packages received in their new dress left no question 
but that the same color tone should be followed in 
planning this new manicure set. Because of the de- 
sign, black was not needed in this instance, but the use 
of green and gold provided the advantages outlined, 
and had, of course, the added virtue of carrying along 
the color motif that had become associated with Glazo. 


The oval shape selected was chosen principally for 
its grace of line, which attributes further to the set’s 
attractiveness for the dressing table. Many other 
designs were studied but were either lacking from the 
standpoint of beauty or did not permit a symmetrical 
grouping of the products within. New practical fea- 
tures of the set include the arrangement of the bottles 
so that they always remain in an upright position, 
making them easily accessible and preventing likelihood 
of spillage. The bottles and jars, in fact, have de- 
liberately been fitted into the base piece so tightly that 
the caps may be unscrewed (Concluded on page 55) 
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Editorially Speaking 


Yes—We Have With so much emphasis placed on 
No Pessimism unemployment, slackening of pro- 

duction, reduction of buying and 
other factors which have impeded our national business 
progress, it is not strange that we have, as recently 
stated by Merle Thorpe in the Nation’s Business, 
“‘talked ourselves into a state of fear.’’ Weare, in this 
country, a mercuric people, blowing hot or cold as the 
case may be, and quite sensitive to opinions that often 
enough are in discord with actual conditions. In spite 
of the fact that many economists and other business 
prognosticators have pointed out the underlying sound- 
ness of our financial and industrial structure, there is 
unrest, a feeling of uncertainty and dissatisfaction that 
goes far in handicapping whatever bright spots are ap- 
parent. The pessimists still continue to speak their 
piece, and many listen. 

From many sides we hear the question, ‘“‘how long?”’ 
and the answers are almost as multitudinous as the 
number of those who inquire. We are actuated by 
mass or herd instincts, and it seems easier to accept the 
darker side of the picture. 

For all of that, we personally are not inclined to go 
the limit with the gloom gatherers. Nor do we wish to 
appear pollyannish merely for the sake of attempting 
to cajole our readers. But something of our earlier 
training, combined with present beliefs based on actual 
conditions found in the field of packaging lead us to 
take a more optimistic view and feel that the return to 
normal conditions is nearer than is generally supposed. 

While our recollections of calculus are somewhat 
vague from years of disuse, if memory serves us aright, 
it is possible to determine areas and volumes by means 
of the algebraic expansion of certain segments. Per- 
haps some reader, mathematically minded, may correct 
us on this, but the analogy seems a suitable one to 
bring out the point we wish to make. 

To those who have followed the progress of packag- 
ing and are familiar with the accomplishments of the 
package in the merchandising of products there can be 
little argument as to the place which it plays in pro- 
duction and distribution—two economic factors which 
are recognized as cornerstones of the nation’s well-being. 
Manufacturers in every group of industry which serves 
the consumer have enlisted the package as an impetus 
to sales, and even in these times of slow or stagnant buy- 
ing there has been a notable movement of packaged 
goods. So that in this segment, if you will, we find an 
undeniable soundness, and one which can be extended 
and will aid appreciably in the restoration of business 

confidence. 
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The package appeals to our national sense of con- 
venience and economy—its purchase and use are in 
accord with the ideas of present-day living. Because 
these things are so there has been less weakening of 
morale and fewer complaints from producers of pack- 
aged commodities than in other segments or groups of 
industry and business. Developments in packaging 
methods and package design have not ceased; in fact, 
the past year has shown every evidence of their prog- 
ress and no signs of weakness are in evidence. We are 
still—and expect to continue to be—incorrigible opti- 
mists concerning this packaging business. And we 
even go so far as to predict that its influence has great 
potentialities in the direction of correcting the pre- 
vailing uncertainty that handicaps much of the 
national thinking today. 


Coordinating Not infrequently in packaging 
Packaging Work plants there are to be found 

divisions of opinions held by 
those in charge of production and those who have to do 
with the design or decoration of packages. Each views 
the job, with perhaps pardonable pride, from his own 
point of view; the factory manager is interested in 
producing efficiently a number of units which will 
justify his supervisory efforts while the individual 
responsible for the sales function of the package— 
namely, its appearance which creates a favorable im- 
pression on purchasers—is particularly concerned with 
the elements of design that make the package desirable. 
Each feels his work to be of primary importance—a 
worthy ambition, truly, but not always one that isin 
accord with practicability. 

Such divisions of opinion are of advantage, however, 
in that they present considerations that can and should 
be taken account of in planning the production of the 
completed package. But, as has been proved time 
and again, unless there is a coordination in the final 
carrying out of such production—a meeting of the 
minds in which each individual agrees with the other 
as to the order of importance of certain things to be 
done—the final results are not all that they might be. 

Team work in the production of packages is of as 
much importance as in any undertaking, and in this 
connection it can be stated that other opinions, such 
as those of the equipment suppliers, are likewise of 
value. 
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In his article on page 53, Francis Chilson has out- 
lined several instances in which factory manager and 
package designer can combine their efforts and secure 
results which will prove advantageous both as to the 
appearance of the packages and the cost of production. 
This article should be, we believe, provocative of dis- 
cussion and further elaboration by readers who no 
doubt can add a number of experiences of the sort 
which Mr. Chilson has related. So we say, as we have 
in the past, that our columns are open for such a pur- 
pose. 


Sf 


The Capper- Since national advertising created a 
Kelly Bill demand for identified commodities, 
manufacturers have sought to stand- 
ardize the resale prices of their goods at retail as well as 
at wholesale levels. And with logical reasoning, too, for 
in making branded goods available to consumers in all 
parts of the country, under the same conditions and 
prices, business good-will and public confidence could be 
cultivated and retained. 

But the proclaiming of advertised values for nation- 
ally known brands proved too tempting a bait for those 
merchants who sought prosperity by underselling com- 
petitors, with the result that in many instances cut 
prices were declared on accepted commodities and the 
deficit on the ‘‘loss leaders” were recouped by liberal 
profits taken on anonymous items. Then the war 
started between manufacturers ‘“‘who contend that they 
have a permanent equity in goods sold on reputation 
and the merchants who insist that wares bought outright 
are theirs to do with as they please.”’ 

Patent rights were insisted upon, suits were instituted, 
blacklists established and certain distributors boy- 
cotted. The Supreme Court handed down decisions, 
the net effect of which has been to stipulate as conspiracy 
in restraint of trade most of the methods once depended 
upon to compel price compliance. And the Federal 
Trade Commission, in its turn, has been prompt to place 
restraint on those who have had the temerity to experi- 
ment with expedients for price dictation. 

Failing to secure judicial action, price salvation pro- 
ponents then sought legislative relief. One Congress 
after another was enlisted, bills were introduced, referen- 
dums and investigations conducted—all to little or no 
avail until the second session of the 71st Congress when 
the Capper-Kelly Bill (H. R. 11) was reported out by 
the Commerce Committee of the House, with the recom- 
mendation to the House that it be enacted into law. So 
now commence the fireworks—discounting past pyro- 
technics. 

We assume that readers are familiar with the bill in 
substance. Briefly, it contemplates price control for 
identified commodities— ‘‘. ...a commodity which bears 
(or the label or container of which bears) the trade 
mark, brand or trade name of the producer of such 
commodity,.....”’ Should the bill be passed, therefore, 
the price protection obtained becomes in effect trade 


mark protection or package protection. From the 
standpoint of stimulating more distinctive designs of 
packages in greater number—for it may be assumed that 
price maintenance will encourage an increased use of 
private branding—the enactment of the bill cannot fail 
to communicate an impetus to packaging. But whether 
this should prove an advantage in the long run, either 
to package users or suppliers of machinery and equip- 
ment for packages, remains a question. For while we 
like to think that ‘‘the package sells itself,” we are not 
inclined to accept the slogan completely at its face value. 
Unless the public purchases, the manufacturer and his 
package supplier fail to receive a profit, and this after all 
is their main reason for being in business. 

We have read many of the expressions of individual 
opinion which have appeared recently in trade and other 
publications concerning the Capper-Kelly Bill. One 
manufacturer offers the laconic assurance, “It’s not going 
to pass, so why worry?” while other are giving serious 
thought and consideration to the probable effect of the 
measure. One of the bill’s most outstanding opponents, 
Charles Wesley Dunn, counsel for the Associated Grocery 
Manufacturers of America as well as the American 
Pharmaceutical Manufacturers’ Association, states most 
forcefully that it will not eliminate predatory price cut- 
ting nor is the bill consistent with the economic principle 
of free competition. As a substitute or compromise 
measure he advocates the use of the offices of the Federal 
Trade Commission in controlling unfair competition. 
Congressman Clyde Kelly, co-sponsor of the bill, while 
defending his measure, characterizes the Dunn substi- 
tute as one which “‘is simply calculated to confuse and 
delay.” 

When the smoke of these verbal battles has cleared 
away the decision will still be in the hands of the gentle- 
men at Washington. One thing is certain, however, and 
that is that we can expect more interested action on the 
part of the legislature than that which has characterized 
similar attempts in the past and, let us hope, a construc- 
tive plan that will obtain a successful result. All sides 
agree that a relief from the evils of price cutting is quite 
in order. 


o 


The Packaging The preparation of the 1931 edition 
Catalog of the PacKaGING CATALOG is now 


well under way and it is expected 
that the book will make its appearance considerably in 
advance of the date that has marked its issuance in 
former years. Several new subjects have been added 
and existing chapters have been rewritten or brought up 
to date so that the book is in accord with present prac- 
tices and offers a convenient and timely reference for 


those who have packaging problems to consider. 


Ke lurker. 
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By ED WOLFF 


How sales can be increased promptly and widely 
by the clever adaptation of the modern packaging idea 
was recently demonstrated forcefully by America’s 
great optical house, Bausch & Lomb, of Rochester, 
New York. 

Competition has always been keen in the selling of 
eye-glass frames, with a liberal dose of under-pricing 
thrown in. Low prices are easily possible in this line, 
because the factors that go to make quality are mostly 
invisible to the naked eye. What consumer can look 
at a spectacle frame, for example, and say whether 
it is of solid gold or just lightly gold plated? Who 
can, with a look, determine whether a frame will 
give thorough satisfaction or work loose at its various 
joints, bend easily and possibly discolor the wearer’s 
skin? 

For nearly a hundred years Bausch & Lomb has 
had one manufacturing policy. Whatever they make 
must be as fine as human skill can produce. That 
costs money. You can see how their spectacle frames 
would not be the cheapest on the market. But the 
problem was how to present them so that they would 
indicate to the average consumer that they represented 
top quality. For years retailers had kept their sample 
frames loose in a drawer. When you went in to get 
a pair of glasses the dispenser dug around in that drawer 
to find the frame he wanted to show you. Here was 
a chance for Bausch & Lomb. M. C. Williamson, the 
house’s advertising director, went into consultation 


48 MODERN PACKAGING 


The 


Package Idea 
Sells Spectacle Frames 


with a mid-western concern widely known for its 
superb book binding. A retailer’s sample case was 
worked out in about the size and shape of the average 
novel. The binding was of stamped imitation leather. 
On lifting the cover, four frames were seen snugly 
resting in separate compartments, velvet lined. 


Now the retailer could display his frames with pride 
and impressiveness. He might have four or five of 
these volumes—Frame Classics is their formal title— 
and in each Classic he might keep certain types of 
frames—a Madrid frame in one, a Clingswell mounting 
in another, and so on. He could keep the Frame 
Classics on his fitting table, where they’d be handy. 
Their imposing appearance would have its effect on 
the patient. When the dispenser wanted to show a 
certain frame he knew just where to find it. The 
patient could no longer be justified in thinking that 
the practitioner was offering the first frame that came 
to hand. 

Frame Classics were offered free with a given quan- 
tity of Bausch & Lomb Frames. Did the idea take? 
Not only was the original purchase of Frame Classics 
soon exhausted, but the sales of frames took an im- 
mediate and profitable jump. In fact, so quickly 
has the idea been accepted by both trade and public 
that a School Classic soon followed—a volume con- 
taining the school child’s glasses, (Concluded on page 55) 
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What Fate 


Sub-Standard Packages ? 


By WALDON FAWCETT 


So casually was the announcement made, in the 
course of a lengthy address by a prominent Federal 
official, that scarcely a fraction of the packaging com- 
munity has sensed the significance of the latest news of 
prospective package regulation. Repression or sup- 
pression of sub-standard packages is a project sensa- 
tional enough to arouse interest everywhere in packag- 
ing circles, if only it be realized that criticism of the 
“short pack,” so-called, may lead to just that. But, it 
is all so much in the future, and Uncle Sam has put out 
his feeler so tentatively, not to say timorously, that 
few business men have suspected how much may ulti- 
mately be at stake. 

Dr. Paul B. Dunbar, assistant chief of the Food and 
Drug Administration, U.S. Department of Agriculture, 
dropped his hint of the revolutionary policy that may 
come, when addressing the food industries group of the 
American Trade Association Executives. He charac- 
terized this suggested slant in possible regulation as 
something ‘‘which perhaps exists more in my own 
imagination than in the minds of the industries.”” But 
packagers, who are able to read between the lines, will 
not miss the portent in Dr. Dunbar’s allusion to the 
new ambition as a “‘trend.”” He had previously, in his 
remarks, referred to the ability of one who has long 
experience in enforcement of the Federal Food and 
Drug Act to foresee ‘‘what may logically be expected to 
be the trend.” 

Just what is the “short pack” which has set Uncle 
Sam to nervously fingering his police club? Is it the 
same thing as the “‘slack pack,” regarding the proposed 
outlawry of which we have heard quite a bit in recent 
years? And, whatever it is, what odds for other pack- 
aging industries if governmental supervision is to be 
confined to the food and drug industries? These 
pointed questions, and others in kind, will come pop- 
ping from interested parties in the packaging field, if 
they see themselves face to face with an extension of 
the packaging code. Let us take the inquisitive leads 
in order. 


The short pack, so-called, signifies, broadly, frac- 
tional trading-down in packaging. No indictment is 
entered, be it understood, against junior packaging as 
such if clearly differentiated from the familiar and 
accepted senior packages. But official ire is rising 
against a premeditated shading or shaving of package 
forms that operates to hold out on the purchaser in 
quantity of purchase. Even if the subtraction be so 
small that, in the individual instance, it is inconse- 
quential in actual loss to the consumer. Essentially it 
is the violation of principle that has incited the Food 
and Drug Administration officials. It has come about 
in this wise. 


For some years past, the Regulatory officials at the 
Department of Agriculture, in the course of their law 
enforcement work, have observed an occasional tendency 
on the part of certain manufacturers to take advantage 
of competitors by marketing containers holding just a 
little less than the customary standard unit of weight 
or volume. For example, a container built to hold 0.95 
gal. of salad oil is filled to contain this amount and is 
clearly labeled as containingit. It is wholly legal within 
the terms of the Food and Drugs Act. Yet, it is bought 
by the average consumer, who has no opportunity to 
compare it with the standard gallon size, as being one 
gallon. The contention at Washington is that this 
squeezing or hammering down of package sizes deceives 
consumers and represents a dishonest practice insofar 
as competitors are concerned. 

It seems natural to refer to these willfully-stunted 
containers as sub-standard packages. And yet, there 
is a chance that a wrong impression may be conveyed 
if the reader concludes that the evil can exist only where 
package standardization is an accomplished fact. In 
reality, short packaging is not confined to commodity 
fields where containers have been formally standard- 
ized, say, by the cooperation of the Division of Simpli- 
fied Practice, U. S. Department of Commerce. Be- 
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cause all packages are susceptible of manipulation, it 
may be more accurate to refer to the offending irregu- 
lars as sub-unit packages instead of sub-standard 
packages. 

Now for the distinction between the “short pack” 
and the “slack pack.’’ There is a sharp difference, 
albeit both practices are in bad odor with the Govern- 
ment officials. Slack packing or slacker packaging, 
which has been denounced for some years past and is 
the subject of a bill pending in Congress, does not in 
any instance employ sub-unit containers. On the con- 
trary it accomplishes deception by employing standard- 
dimension or full-size containers but by filling these 
only partially, while allowing the purchaser to assume 
that the container is filled to the brim. False-bottom 
boxes and ‘‘window’”’ containers, the contents of which 
extend only to the upper line of the transparent panel, 
are familiar examples of slack packages. The “‘short”’ 
package, in contrast, is full to the brim but accom- 
plishes the same purpose as the slacker by the altern- 
ative ruse of reducing the receptacle itself instead of 
skimping the content. 

That leaves us with the question of whether there is 
any thing in this budding agitation to excite packagers 
in general. Well-considered opinion holds that there 
is. Admittedly, the first step to penalize the new 
school of deceptive packages would be applicable only 
in the field of food and drug products. Even so, that 
is a fairly extensive field, embracing, admittedly, the 
seats of the sharpest competition in packaging. More 
to the point, though, is that Governmental regulation 
of food and drug packaging admittedly sets the pace 
for Federal and State legislation applicable to other 
classes of packages. That is to say, if sub-unit food 
and drug packages come under the ban it would in- 


Reducing the size of a container to an extent that 
gives an impression that the same is a full-sized 
package constitutes a practice which has been 
looked at askance by those who dictate package 
censorship. However, such objection is largely 
directed against the “minor compromise package 
that, without actually saying so, inferentially mas- 
querades as a full-stature counterpart,’ rather than 
Mr. tural Department has, for years, sought the 
Fawcett, in this article, discusses the existing regu- 
lations which bear on the subject of “‘short pack” 
containers, as well as the considerations that may 


against special small or “‘junior” packages. 


affect the future of this type of package. 


evitably mean that all manner of under-size or “‘short 
change’”’ packages would operate at a disadvantage. 
The time which has been required to obtain the 
approval of Congress for the pending administration 
measure, commonly known as the Deceptive Package 
and Slack-Filled Container Bill shows all too clearly 
that nation-wide prohibition of short-packs is some 
distance in the future. But early consequences of a 


50 MODERN PACKAGING 


kind are possible. Sometimes State legislatures outrun 
the national legislature in reform projects, once the 
cue has been given. And, almost certainly, one result 
of the raising of this issue will be to give spur to the 
movement for voluntary standardization of package 
sizes and package forms which has been under way 
recently in a number of lines of trade. The more com- 
pletely packaging is standardized in any commodity 
line, the less the risk that the average customer can be 
imposed upon by a pinched container. 


Lest undue alarm be taken in package circles, over 
what is in the minds of the officials at Washington, it 
should be made clear that the drive against the short- 
pack does not contemplate any sweeping assault upon 
small packages as such. Judging from correspondence 
that has come to the capital, some business men, who 
have heard vague rumors of reform, have gained the 
impression that the proposed corrective campaign is 
aimed particularly at the 5-cent and 10-cent packages 
which so many packagers have already added to their 
lines. That assumption is all wrong. 

As a matter of fact, the 5-and-10 cent packages, in 
most commodity lines, are particularly well entrenched 
in point of showing good faith. Because they are so 
plainly ‘‘specials,” standing apart in appearance and 
capacity from the standard sizes, whatever be the 
dimensions of the regular sizes. No, let it be repeated, 
the attack on ‘‘short” packages is in no sense a push 
against all junior packages. Not the strictest censor 
would say that there is any harm in the junior package 
that stands on its own. The raid that is plotted is 
directed against the minor compromise package that, 
without actually saying so, inferentially masquerades 
as a full-stature counterpart. Even the sub- 
unit package might claim an alibi if wholly 
distinctive in design. But woe to the com- 
pressed version of a pattern package. 

Insofar as legislative action is concerned, 
the outlawing of sub-unit package is, of course, 
all in the future. Dr. Dunbar’s tactful broach- 
ing of the subject may be interpreted as the 
opening gun of a campaign intended to ulti- 
mately impress Congress, just as the Agricul- 


support of Congress for an amendment that 
would indict slack-filling of packages as “‘mis- 
branding” within the terms of the Food and 
Drug Act. Indeed, in its status of an educa- 
tional prelude to concrete action in Congress, 
this movement to penalize short-packaging is 
in somewhat the same position as the crusade to bring 
within the jurisdiction of the Federal Food and Drug 
Act separate advertising matter as well as the im- 
mediate labelings which appear on the packages. 

For all that any action by Congress may be months 
or years away, the principle of truth-in-packaging is 
taking root in Federal administrative circles. The 
proof is found in the fact that the Federal Trade Com- 
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mission has already made disciplinary moves against 
sub-unit packages. The so-called ‘supreme court of 
business’ may be expected to increase rather than relax 
its vigilance in this quarter now that the Trade Com- 
mission has been sustained in a test case in which it 
was held that a 15-0z. carton of butter, accurately 
labeled as containing this amount, was, nevertheless, 
an unfair package because it was mistaken for a pound 
of butter. 


Strictly speaking, the current agitation against under- 
size packages should not be classed as an annex or off- 
shoot of the simplification-in-industry project. Be- 
cause, the ‘‘honest packaging’”’ adventure embraces all 
sub-unit packages rather than sub-standard packages 
and thus brings within its scope lines of trade where no 
move has been made to standardize containers or pack- 
age sizes. Yet there is a certain sentimental connec- 
tion between these two. The suggestion has been 
made that if container sizes be standardized by national 
law, it should be a simple matter to detect and pillory 
sub-standard deceivers. By way of illustrations there 
is cited the enactment of certain measures standardiz- 
ing the size of containers intended for the distribution 
of raw agricultural commodities. Notoriously, the 
farmers of the country have a way of demanding of 
Congress that manufacturers be compelled to abide by 
all the rules of marketing (or equivalents of such rules) 
as are imposed upon the agricultural producers. 

In effect, Congress paved the way for the ultimate 
outlawry of sub-unit packages in general when, in the 
spring of 1928, it passed the act to fix standards for 
hampers, round stave baskets, and splint baskets for 
fruits and vegetables. Under that act the cubic 
capacity of the several sizes of containers is definitely 
set forth and it is stipulated that no manufacturer shall 
manufacture the classes of packages prescribed unless 
the dimension specifications have been submitted to 
and approved by the Secretary of Agriculture. Fur- 
thermore, the law excludes hampers, baskets, etc., that 
are deceptive in appearance. In definition of ‘‘decep- 
tive appearance,’”’ the Secretary of Agriculture has 
issued regulations which declare that ‘‘A basket or 
hamper the gross dimensions of which are such as to 
give the untrained eye the appearance of a greater or 
lesser capacity than that of a standard container, or 
which is not readily distinguishable from another 
standard container is of deceptive appearance.” 

Granting that there is a trend, insofar as govern- 
mental persuasion can be effective, to standardization 
of containers and a gathering impatience with sub- 
standard packages that may be passed off for their 
betters, the question arises of what is to be done about 
it by the packager who does not choose to comply. 
That a package-user does not relish the idea of putting 
his packages into uniform does not convict him of 
being a willful deceiver. He may conceivably have 
good and sufficient and legitimate reasons of his own 
for using a modification of the package conventional to 


his trade. What is he to do about it? How is he to 
alibi the sub-unit package that is innocent of sinful 
intent? 

First and foremost of the safety-first rules which are 
offered in solution of this dilemma call for precautions 
that no sub-unit package shall be too close to a full- 
unit in dimensional appearance. The most charitable 
assumption is that there is seldom a valid reason in 
business for a sub-standard portion that is just off the 
standard quantity—say, an ounce shy in the pound. 
On the other hand there may be justification for a new 
fractional step in packaging. For example, the intro- 
duction of a three-quarter pound package to fill the 
erstwhile gap between the half-pound and full-pound 
packages. If the package gradations are so distinct 
that even the heedless, hurried purchaser at retail will 
instinctively differentiate between the various stepped 
units, there is small risk that the packager will be 
accused of “‘short’’ practices even though he make his 
package models the counterpart of one another in color- 
ing and typography. 


The freak package, or odd-size container, is standard- 
proof. This immunity from the impulses of visual 
measurement by laymen may be calculated:to give 
added popularity to the special-mold or exclusive- 
pattern container in the event that the hue and cry 
against short packaging continues to grow. At the 
same time the package that, because long and narrow 
or jagged in outline, fails to stack well in stores or stow 
well in the warehouse incurs the resentment of dis- 
tributors. Off-sizes, that run more than normal or 
less than normal to the case, increase the merchant's 
bookkeeping difficulties and stick pins in good-will as a 
consequence. Most perilous of all is the effect upon 
pricing. Sub-unit packaging may mean dollars in the 
packer’s pocket in the beginning. But that net gain 
may be more than wiped out if distributors trip up 
when translating the case price into quotations at 
retail and thereby sacrifice their usual margin of profit. 
Plainly, all the problems of broken-case merchandising 
may be intensified by the presence of sub-unit packages. 

Dr. Dunbar, while personally enthusiastic for the 
elimination of sub-unit packages that have the capacity 
to deceive, has well said that the fate of sub-standard 
packaging is largely dependent upon the attitude of the 
industries affected. It will remain for packagers them- 
selves to determine whether the minor defections and 
defaults in packaging are serious enough infractions of 
fair competition and dangerous enough to consumer- 
satisfaction to warrant suppression by law. 


q 


According to reports to the Department of Commerce, 
July production of box board was 66.8 per cent of ca- 
pacity, the output being 221,696 tons. This brings 
the average for the seven months of 1930 to 70.8 per 
cent, as compared with 76.5 per cent in 1929 and 78.2 
per cent in 1928. 
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PACKAGED PRODUCTS 


Are Own Salesmen in [ 
New Vending Machines 











By “Automatic merchandising, 
B. F. hr all that is, vending by machin- 

ery, is a natural development 
in the mercantile world, brought about and made en 
possible by mass production and national advertising.” ma 
This is the statement of W. H. Cornell, Vice-President or, 
and General Manager of the Snax Automatic Stores, the 
Inc., a new Detroit Company that has just appeared of 
in the field with a new, selective type vending machine lim 
which embodies in its mechanism, many new and star- ad 
tling features. bli 
Mr. Cornell believes that the country is just about eit 
to witness a tremendous increase in the popularity of the 
this method of selling goods. He bases this belief on a at 
careful study of conditions and his conclusions are in- les 
teresting. National advertising on a larger scale than ma 
ever has followed mass production. Hundreds of prod- 
ucts from chewing gum to safety razors and from hand- pre 
kerchiefs to socks have been pre-sold to the people str 
through intensive advertising. So far has this been pa 
carried that salesmanship behind the counters of ing 
groceries, drug stores, hab- fac 
erdasheries, has become a lin 
lost art. The customer 
asks for and receives his pre 
favorite brand of tooth wh 
paste or canned goods, ha 
shaving soap or cigarettes. ing 
(Above) Wall Case Model The merchant does not try da: 

B, illustrating the numerous : : 
compartments for packaged to substitute with some- of 
products thing “‘equally as good.” to 
He knows that his custo- col 
- mer wants and demands hai 
the brand that national ad- lak 
At right, Model A, which vertising has sold him. de 

permits the display of 30 ye 
packaged items Now then,” argues Mr. the 
Cornell, ‘the proper type ser 
of vending machine can sib 
serve the customer better an 
than a clerk. It is prompt, sid 
efficient and honest. It or 
(Concluded on page 60) If 
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The Factory Manager 


Looks at Package Design 


By FRANCIS CHILSON 


Many attempts to produce beautiful packages have 
ended in disaster because they were designed in such a 
manner that they could not be produced economically, 
or, because of improper selection of package materials, 
the beauty of the packages was impaired by the nature 
of factory operations. There are definite production 
limitations restricting the scope of packaging of which 
advertising men know little or nothing; yet, they go 
blithely on designing packages without consulting 
either the factory manager or the chemist. And then 
they wonder why the package as produced, let us say 
at a rate of sixty per minute, looks shoddy and hope- 
lessly unlike the original artist’s sketches and hand- 
made models. 

Beauty in package design is not incompatible with 
production practicability. Indeed, many of the most 
striking packages on the market are perfect production 
packages. It is, therefore, the desire to sound a warn- 
ing against designing packages without consulting the 
factory manager and often the chemist, that this out- 
line of production limitations is given. 

Glass containers may be had machine blown or 
pressed in an almost limitless variety of designs, but 
whatever the design selected, the containers should 
have broad bottoms to prevent tipping over when mov- 
ing out of filling machinery on to conveyors. This 
danger of tipping over is accentuated when the lay-out 
of the plant necessitates the shifting of such containers 
to transversal conveyors. The general contour of the 
containers determine whether they must be labeled by 
hand, semi-automatically, or whether they can be 
labeled fully automatically. Since the last is the more 
desirable type of operation, it must be borne in mind 
that containers should not have concave, spherical or 
semi-spherical labeling surfaces, because it is impos- 
sible to apply labels to such surfaces. Rounds, squares 
and flats are best for automatic labeling; but if con- 
siderations of beauty dictate other forms, label panels 
or surface should be flat or curved in one direction only. 
If the label must be spotted or if the container is 


slightly oval, the sides of the container must be de- 
signed in such a way that it will not turn out of line 
when it comes into contact with other containers or 
machine parts. A slight turn out of line will cause the 
label to be applied to one side or the other, and this 
shows up worse on this type of container than it does 
on other types. Neck bands serve a useful purpose in 
concealing corks, and when they are used the necks of 
the containers should not be tapered. Containers 
should be neither too tall nor too squat, nor should 
they be tapered sharply from the shoulders downward. 
Frostings and rough color finishes wear out machine 
accessories to an extent which causes continual break- 
age through failure to center the containers properly. 
Breakage of liquid or viscous materials at any point 
in the production line ties up the entire line until the 
mess can be cleared away. Broad unrelieved surfaces, 
while beautiful, show finger marks, glass flaws, mold 
marks and scratches very plainly. If the container is 
to be cartoned bizarre shapes should be avoided even 
though the carton used is square or oblong, for the reason 
that when the carton wall is not supported at virtually 
every point by the container, it is liable to become 
crushed or cracked in handling. 


Caps if highly polished in one color will plainly show 
the marks of capping chucks, finger prints, chipping, 
flecks of dust and cloudiness caused by the heat of the 
hands, vapors in the air from adjacent cooking or 
manufacturing rooms, and condensation stains caused 
by sudden changes in temperature. Highly polished 
plain metal caps are susceptible to all of the foregoing, 
plus the added danger of tarnishing. Other metals will 
smudge or oxidize upon long standing. All of these 
conditions can be minimized by design lithographing, 
color shading and by breaking the surfaces with fine 
embossing of some kind. In any case that part of the 
cap where it is gripped by the cap chuck should be 
provided with some form of broken design to conceal 
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the inevitable scratches caused in the application of 
them. It must be remembered that capping devices 
are designed to stop after traveling a certain distance 
and that they will travel that distance even though 
variation in the glass container causes the cap to fit 
snugly before the stopping point is reached. When 
this is the case the capping chuck or applicator is apt to 
skip and scratch the cap slightly. 

Liners form the seal by filling the minute irregular- 
ities between the top of the container and the closure 
through its cushion. The selection of a liner is the 
chemist’s problem, since it must not only seal but resist 
the chemical action of the product. Combination 
liners using a highly resilient material with a highly 
resistant treated paper or foil are widely used. 


Perhaps the most important part of package design 
is selecting a container and the type of its closure. In 
the final analysis, regardless of considerations of beauty, 
the product must have ample protection, and this is 
peculiarly the province of the factory manager and his 
chemist. 

Labels should not be too stiff nor too soft. If too 
stiff they will not disengage easily from the label maga- 
zines, and they will raise up from the container after 
application. If too soft or porous they will absorb the 
moisture in the adhesive before it can set and, upon 
drying, will pucker or fall off entirely. Papers too 


An answer to many of the difficulties encountered 
in package production may be found in the failure 
on the part of manufacturers to properly coordinate 
the plans of technical managers and designers and 
consider also the facilities provided by equipment 
Several practical ex- 
amples which offer handicaps, if such cooperation is 


and supply manufacturers. 


not obtained, are pointed out in this article. 


heavily coated or made of heavy foil will crack or will 
show the marks of label applicators. They will, more- 
over, curl away from the container before the adhesive 
sets, and this is particularly true when the label surface 
of the container is not flat. If embossing or debossing 
of labels is considered necessary, it should not be done 
so heavily as to cause the labels to lock in the magazines. 
Since a sixty-fourth of an inch variation will cause 
crooked labeling, if it does not actually cause the ma- 
chine to be stopped, all labels should be die cut. Since 
the exceptional size of can labels makes this somewhat 
impracticable, this type of label should be bought 
according to the specifications of the can labeling 
machinery makers. When such labels are purchased, 
care should be taken that the label maker does not cut 
stacks of too great thickness. The thicker the stack 
cut, the greater will be the variation of the labels, par- 
ticularly if the cutting knife is dull. 

Adhesive action depends upon the surface of the con- 
tainer and the kind and thickness of the label. An 
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adhesive which will fasten a label to a highly polished 
glass surface will not fasten that same label to a colored 
or rough glass surface. The selection of the proper 
adhesive should be left to the adhesive maker who 
should be provided with samples of the containers and 
labels together with data as to the machines to be used 
for labeling. Certain adhesives will discolor some 
types of coated and foil stocks. In any case, an ad- 
hesive so thick that it will ooze out along the edges of 
the labels upon the application of pressure should be 
avoided. 

Finally, labels should be bought from a label maker 
who is familiar with the problems of labeling. But 
even then the experienced maker should be warned to 
print the labels so that the grain will run cross-wise. 
This will prevent cracking of large varnished or coated 
labels. 


Cartons should be made from comparatively good 
stock, tough enough to score properly without cracking, 
and of a quality to insure against discoloration upon 
long standing. They should be made with the seams 
about a sixteenth of an inch away from and parallel to 
the scoring. The square or oblong types handle best 
on automatic cartoners although special machines have 
been built for unusual forms. It does not matter 
whether the tops and bottoms are glued, locked or 
tucked—all handle equally well. But if the locked 
type is adopted the locking mechanism should 
be simple. Generally, if the container is so 
heavy as to require an intricate locking device, 
it is better to use the glued-bottom type of car- 
ton. The selection of a top and bottom glued 
carton for bulk goods should be left pretty 
largely to the chemist, since not only the ad- 
hesive used but the chemical composition of the 
paper stock play an important part in chemical 
reaction from the product. Certain dry prod- 
ucts, whatever the advantages of cartons, 
should never be packed in anything but tin or glass, 
although compromises may sometimes be made with 
insulated stock of some kind. 


Wrappers may be of any stock that is reasonably 
pliable, yet stiff enough to hold a crease, which is im- 
portant in end sealing. On the other hand, stock 


* should not be so stiff as to pull away before the adhe- 


sive sets. The choice of a wrapper is relatively unim- 
portant where the wrapper functions merely to hold a 
bundle of unit cartons together. But wrappers for 
bulk goods where their function is to protect the goods 
from moisture and sudden changes in temperature, the 
type of wrapper used is all important and must be left 
to the chemist. Of course, any heavily coated or brittle 
stock that will crack upon creasing cannot be used. 

In general remember that the more lustrous the 
package, the more labor will have to be expended on 
polishing and inspection. (Concluded on page 60) 
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Refrigerated Packaging Methods 
Permits International Shipments 


Germany was introduced to the excellence of Ameri- 
can-made ice cream on the arrival of the S. S. Bremen 
of the North German Lloyd which sailed from New 
York on Nov. 15, carrying a package of ice cream 
manufactured by the Western Dairy Products Co., 
Seattle, Washington, and shipped from Seattle on 
Nov. 8, under Dry-Ice refrigeration. The ship- 
ment was consigned to A. F. Low, Berlin, Germany, 
and covered the longest distance (nearly seven thou- 
sand miles, requiring twelve days) of any shipment of 
ice cream yet made. The convenience of Dry-Ice 
for the handling of ice cream and other perishable 
products makes such long distance shipments possible. 
This latest shipment was made with the coopera- 
tion of the Western Dairy Products Co., Seattle, 
the Dry-Ice Corporation of America, at Seattle and 
New York, the American Railway Express Co., and the 
North German Lloyd. 


Green and Gold Combine to Make 
An Attractive Container 


(Continued from page 45) without being held by the 
other hand. Glazo has been the first to produce a 
manicure set in which the liquids did not have to be 
laid flat when the set was put away. The objections to 
the old methods are obvious and it is certain that women 
will appreciate the new. Another new feature is the 
ample tray which gives room for additional favorite 
manicure implements a woman may use. 

For this set new jars in jade mottled green with gold 
caps were designed for the two manicure creams, to 
keep them in harmony with the other products. These 
have proved so striking that they will henceforth be 
used in place of the former single package items. 


q 


A new type of the Cellophane-wrapped window box, 
adapted for the enclosure of Tek tooth brushes, was 
featured recently in a Boardwalk window display at the 
Du Pont Products Exhibit in Atlantic City. The 
opening on one side of the new package brings to view 
the color and shape of the tooth brush handle, while on 
the opposite side the ends of the brush are visible. The 
entire package is overwrapped with Cellophane, ex- 
cluding dust and the investigating fingers of customers. 
Both the plain and dental floss end type of brush are 
shown in black, orange, jade green, mandarin red, 
amber and turquoise blue Pyralin. The Tek tooth 
brushes are made by Johnson & Johnson Company, 
New Brunswick, N. 5 


A Shoe Polish Set Is Packaged 


The Rochester Polish Corporation, Rochester, New 
York, in merchandising its new Polyshine De Luxe Kit, 
in conjunction with its shoe polish, are using a set-up 
box for packaging this item which unmistakably has a 
retentive effect on the mind of the consumer. 

The package, reproduced below, interprets faith- 
fully the implied quality of the trade name. Made of 
glazed paper it is lithographed in the characteristic 





colors of the parrot, red, yellow and green. A large 
illustration of that inimitable bird covers the top of the 
package. 

In addition to this set of wool brushes the wood parts 
of which are finished to simulate lacquer, in four 
popular colors, this company also puts up a ‘‘Polyshine 
Gift Combination.”” All of these items are packed in 
lithographed containers designed and furnished by the 
E. E. Fairchild Corporation, Rochester, New York. 


The Package Idea Sells Spectacle Frames 


(Continued from page 48) a pencil and a ruler, so that 
youngsters might carry their spectacles to school and 
be proud of them. 

Other adaptations of the idea by Bausch & Lomb 
are in the form of salesmen’s pocket sample cases— 
the Lens Classic for displaying the processes in making 
Bausch & Lomb Glass, and the Nokrome Classic for 
a special type of eyeglass lens. 

So resultful has this idea proved that it was promptly 
appropriated by more than one competitor. Than 
which there is no more sincere tribute. Hence it 
would seem possible that a number of other industries 
might profitably adapt this method to their own use. 
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Washington Correspondence 


Department of Commerce Issues Handbook 
of Import Regulations on Canned Foods 


The importance of Europe as an outlet for American 
canned foods is shown in a comprehensive study of 
European customs duties, and sanitary and other regula- 
tions on such products, issued recently by the Department 
ot Commerce. In this handbook, which also presents the 
record of annual exports to each of the countries from 
1923 to 1928, it is pointed out that in 1928 over $71,000,- 
000 worth of canned foods were exported from the United 
States, 58 per cent of which went to Europe. Of this 
total 47 per cent went to the United Kingdom, which is 
by far our largest individual market. The European 
market as a whole, according to the handbook, has made 
regular and consistent gains over a number of years, and 
there seems to be every reason to believe that further and 
larger extensions may be looked for. 

Canned fruits, largely the product of the Pacific coast, 
leads all the canned food export items, representing more 
than half the $40,000,000 worth of such products shipped 
to Europe in 1928. The second most important canned 
food product on the export list is fish, exports of which 
reached a value of $8,500,000 during that period. The 
fish exports consist largely of salmon, but shipments of 
sardines are increasing rapidly. 

The demand for canned meats and milk in Europe, 
outside of the United Kingdom, is insignificant due to 
the increase in the domestic production of the other 
countries since the war in sufficient quantities to supply 
domestic needs. Except for a few rather special lines, 
as soup and baked beans, canned vegetables are also 
usually supplied by European production. 

In comparison with the duties on such products in 
much of Latin America, the duties imposed in most 
European countries are not prohibitive. They do vary 
in amount, however, being more moderate on some than 
on other classes of canned foods. 

Thus, in the 12 principal markets of Europe, the duties 
on canned milk, canned fish, and canned meats are al- 
most uniformly low. On the other hand, noticeably 
higher duties, in relation to average export prices, are 
usually levied on canned fruits (particularly if containing 
added sugar) and canned vegetables of the type exported 
from the United States. Into the United Kingdom and 
the Irish Free State, all canned goods but condensed 
milk are admitted free of duty, except in so far as these 
products have any sugar content. Of particular im- 
portance to American exporters of canned foods is the 
fact that, with the exception only of certain canned foods 
in France, they can proceed in the development of 
European markets with the assurance that their products 
will be admitted at duties no higher than those imposed 
on like products from any other foreign source. 

While the European duties on most American canned 
goods are thus in general not prohibitive, and almost non- 
discriminatory, the variations in the treatment of the 


56 MODERN PACKAGING 


different canned foods, and of the same foods in different 
countries, renders it desirable for the American producer 
or exporter to take account of the precise duties in gaging 
the probable extent of a given market or in figuring the 
prices at which his products can be sold in that country. 

This handbook of European customs duties and import 
regulations on canned foods is the second of a series being 
compiled by the Commerce Department, the purpose 
being that these handbooks may serve as sources of 
ready reference for American exporters. It is the joint 
work of R. S. Hollingshead, assistant chief of the Food- 
stuffs Division, and Roberta P. Wakefield of the Division 
of Foreign Tariffs. 

q 


The greatest progress yet made toward standardi- 
zation of department-store wrapping supplies has 
been in wrapping paper and tissue, according to the 
findings in the Simplified Practice Division’s prelimi- 
nary survey in six stores in different cities. Three sizes 
of wrapping paper were found used by all six stores, 
with four additional sizes out of a total of eight used by 
four or more stores. ‘Tissue is being purchased in most 
of the stores in basic sheet sizes. 

There was slight approach to standardization, however, 
for most supplies. Out of 148 different sizes of set-up 
boxes found in the six stores, only 4 sizes were used 
by more than one. Only 6 out of 58 different sizes of 
folding boxes were used by more than one store and none 
by more than two. There were seven different sizes of 
folding boxes within the length range of 9 to 10 inches. 
Only 1 out of 46 different sizes of corrugated boxes was 
used by two stores. The showing was a little better 
for bags, of which 12 out of 73 different sizes were used 
by two or more stores, one size being employed by five 
out of the six. There were found nine different sizes of 
bags within the 11 to 12 inch length range. Four dif- 
ferent widths of gummed tape were found in use. There 
were 16 different sizes or kinds of twine or cord in use, 
only one of which was used in more than one store. 

Bags and boxes much too large for the merchandise 
were found used by certain departments of stores having 
the ‘‘clerk wrap’’ system. If the department’s stock of 
supplies was exhausted no renewals were made until the 
next day and in the meantime the nearest sizes of supplies 
were used. One store was found using die-cut, gummed- 
lip bags, although they never were sealed. 

The study of wrapping methods in the same stores 
brought out a wide variation in practice. ‘The six stores 
were using twenty-three different methods of taping a 
package, regardless of the width of tape used. There 
were found eleven different methods for tying cord or 
twine around a package, one of them involving waste of 
from 6 to 25 inches of twine cut on every transaction. 

The simplification of sizes and varieties of wrapping 
supplies for department stores, which is the ultimate aim 
of the study, contemplates not confining the range of 
supplies to a very narrow margin but making it broad 
enough to meet the reasonable demands of all sizes of 
department stores. 
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Packaged Soap 
Invades 


Gilt Field 


Designs that appeal to 

young and old feature 

the new campaign for 
soap recognition 


Products manufactured for utilitarian purposes only 
fall short of the aims in present merchandising trends. 
Staple articles are still staple articles, to be sure, but 
variety is the zest of life and decorative household 
necessities familiar objects in the present home. The 
national enthusiasm for holiday celebrations for all 
occasions, with its incumbent bestowing of gifts, has 
opened up a heretofore unexplored market for these 
products that serve a two-fold purpose. 

The days when soap was manufactured in only the 
standard and conventional sizes, when its marketable 
value was limited and, we might say, restricted to the 
housewife’s budget, are fast receding into the limbo of 
the past. Like its kitchen neighbor, the broom, and 
its bathroom associate, the sponge, it has attached a 
significant importance to its lichen-covered existence. 

Perfumed soap of standard sizes in attractive fancy 
wrappers, bearing the names of leading perfumers, 
made its first appearance many years ago, but as a gift 
item its sales were negligible, albeit these sales were 
credited to the initial quiet murmurings of the stir 
colorful and artistic packaging has since made in the 
merchandising world. Some progress in a_ small 
degree has been noted, yet its potential sales are tre- 
mendous, provided a little thought and imagination 
are placed behind the merchandising campaign of this 


product. More visualization by soap manufacturers 
is of paramount importance if this item is to receive its 
just deserts. 


A few examples of true creative work in this field are 
illustrated above. The first is Soapy Circus from the 
Lamp Studio, Utica, N. Y. Its very name conjures up 
the delightful memories of our childhood days. Its 
packaging alone falls short of sheer genius from a sales 
angle. What child will kick up a fuss at taking his 
daily tub enveloped by the glamour of a circus wagon 
and the fearsome yet fascinating animals of the jungle! 
Mothers need no longer dread the nightly nightmare of 
their children’s bath hour. Their offspring will gladly 
follow trailing their circuses behind them. The wagon 
comes in all the brilliant colors associated with that 
first love; the top made of cardboard covered with 
glazed paper. The popularity of Soapy Circus as a 
gift item is already assured, one prominent New York 
City department store moving a tremendous volume. 

The center reproduction makes use of toilet acces- 
sories to further the sale of its soap. Here the 
manufacturer’s combined toilet articles are put into 
play to create, in its package, the illusion of New 
York’s architecture. Its effec- (Concluded on page 64) 
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It is only human nature to follow the line of least 
resistance. If a merchant decides to put in a window 
display of fountain pens or watches he is likely to 
favor the line that makes for greater ease in displaying 
it. Consequently if a merchandise container is so 
constructed that it forms an individual display, it is 
more likely to find a prominent place in the dealer’s 
window. 

Working on this basis the 1930-31 box for Elgin 
Watches was designed. The basic principle, while 
simple in itself, makes the box an individual display 
stand for the watch it contains, and it is merely a 
matter of opening it as far as it will go to obtain the 
result. Immediately the watch is displayed in an 
upright position and at the proper angle to meet the 
line of vision. 

In the earlier stages of the development of this box, 
its mechanical features stopped at this point. 
However, it was discovered that, while fulfilling all the 
requirements of a window display package, it fell short 
as a show case display. It must be remembered that 
in viewing merchandise in a jeweler’s show case the 
natural tendency of the customer is to look straight 
down through the glass top of the case. Therefore, 
a watch displayed in this first box was at the wrong 
angle for this purpose. In this position it was hard 
to see from directly above. 

Additional study and experimenting finally produced 
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The introduction of a swivel 
hinge in this Elgin watch case 
permits correct display of the 
watch from all angles without 
removing it from the case 


Every Package q Display Stand 


the answer—a swivel hinge which permits the complete 
reversal of the box lid allowing the box itself to drop 
to a lower angle, almost flat. In this position it meets 
the line of vision from above at the proper angle. 
Thus, by simply opening the box you have it in position 
for a window display, and by reversing the lid (twisting 
the swivel) it is in position for show case display. In 
no case is it necessary to remove the watch. 

E. C. Sloan, then with the Elgin National Watch 
Company and now with Brouillette & Prouty, is re- 
sponsible for the mechanical principles as described 
above, and patents covering them have been issued 
to the Elgin National Watch Company. 


The problem of experimenting with various ma- 
terials in order to ascertain how the box could best be 
produced, together with the matter of shape and general 
design, was undertaken by Brouillette & Prouty of 
Chicago. Months were spent working with several 
manufacturers ‘experimenting with different materials 
and methods of construction with the result that a 
phenol resinoid was finally decided upon. One of 
the outstanding features, from a manufacturing stand- 
point, is the fact that the metal swivel hinge is molded 
into the resinoid—a feat which is original with C. H. 
Whitlock of the Norton Laboratories, Inc., who handled 
the molding. This construction makes possible a 
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considers display. 


similarly applied to the showcase. 
higher values in this product and the method of presenta- 
tion adopted by Brouillette and Proudy assumes unique 
proportions, offering the original and distinctive in display 


A stand created espe- 
cially for the new Elgin 
case to facilitate the re- 
tailer’s display problem 


steady, serviceable hinge without drilling and in- 
serting hinge pins. Assembly only necessitates 
spinning over the head of one brass pin. 

Obtaining a metallic gold finish on the phenol 
resinoid was finally solved in cooperation with the 
Morton Manufacturing Company who handled 
the finishing of the box. Through a process of 
priming, lacquering and baking a finish was pro- 
duced which will not chip, scratch or wear off. 
The pad, or filler, around which the watch is 
strapped, provided an opportunity to introduce 
a spot of color. This pad is made on a steel 
shell covered with orange velvet with a black 
velvet strip down the center. F. H. Noble & 
Company are responsible for the manufacture of 
these pads. 

To increase the display possibilities, a display 
stand was also created by Brouillette & Prouty, 
especially designed to accommodate this new 
box. The stand is made of cast metal finished 
in gold lacquer to match the box. A small frame 
holds a set of three small message cards re- 
lating to Elgin Watches, which may be changed 
from time to time. Dealer acceptance of this 
new Elgin box has been unanimously in its 
favor. Not only as a display box, but as a 
handsome gift box as well, it has met with the 
instant approval of every Elgin retailer. 


Watches present a problem all their own when the dealer 
What will do for a window cannot be 


Packaging acquires 


ave. WORN 


33,000,000 
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Packaged Products are Own Salesmen 


(Continued from page 52) delivers the item of mer- 
chandise, and safely collects the money. It will work 
twenty-four hours a day without complaint and be- 
cause of its portability can reach hundreds of new 
customers by making it convenient to the purchasers to 
buy. In other words, just as chain stores are locating 
in the outlying districts of the cities with dozens of 
branches to make it more convenient to buy, vending 
machines go still further and can be located in hun- 
dreds and thousands of places and make it still more 
easy and convenient to buy. 


‘‘However, until all the proper safeguards, both to 
the public and to the owners of chains of vending 
machines, had been thrown about this new method of 
selling goods, it was an uncertain and more or less 
hazardous undertaking. As we see the situation, a 
proper vending machine must be of a selective type to 
vend many items of merchandise. It must be more or 
less a complete store offering a variety of items. It 
must be attractive in appearance, sturdy in construc- 
tion and simple in operation and it must display the 
goods as alluringly as a good showcase so that it will 
invite patronage. But above all, it is necessary that 
it be mechanically correct to assure the purchaser of 
positive delivery of the goods for the price named.” 

“On the other hand, the owner and operator has to 
be assured that the machine will not deliver the goods 
until real money is deposited in the coin slot. The 
manipulation of slugs in vending machines has up to 
this time been the greatest retarding influence against 
the development of this method of selling. When we 
entered the field, we knew that we must invent and 
patent a slug detector that would prove one hundred 
per cent efficient in operation. This we have done. 
Our slug detector has no magnets, weight-bars nor 
delicate springs in its mechanism. It is positive in its 
action and actually feels of each coin deposited, accept- 
ing or rejecting them as they prove good or bad. We 
feel that the perfection of this device represents the 
greatest forward stride so far made in automatic selling 
and now makes this a most attractive form of invest- 
ment for men or women of limited means who desire to 
establish chains of our stores.” 

“Our model ‘A’ Snax Store (illustrated at lower 
right on page 52), which we are now producing in our 
Detroit factory, has thirty compartments of a size to 
hold twenty-five per cent of the items of merchandise 
offered for sale on the open counters of a five and ten 
cent store. A turn of the selector handle enables the 
customer to choose the item desired, and when the coin 
is deposited a simple turn of the operating lever opens 
the door and delivers the items selected. A child can 
operate it without fear of losing the coin deposited 
because of stops on the door that prevent it from clos- 
ing until the merchandise has been delivered. During 
this process, the machine is automatically locked to 
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prevent more than the item paid for being taken from 
the machine.” 

Mr. Cornell announces that a new refrigerated unit 
of the same model, for selling iced confections, will be 
on the market by early spring and also that a wall case 
shown at upper left of page 52 for use in stores, apart- 
ment houses and elsewhere, where permanency of loca- 
tion is desired, will be ready for delivery by midwinter. 
These wall cases are likewise protected by the slug de- 
tector, are selective in type, and have contained in their 
mechanism a patented change maker, so that proper 
change is delivered with the article. This permits 
merchants to hold special mark-down sales just as 
easily and often as he can now with clerks. 


The Factory Manager Looks at Design 


(Continued from page 54) In semi-automatic operation 
packages must pass through many hands, and regard- 
less of safeguards, people are given to carelessness. 
This is another good reason for full automatic operation 
where possible. The more fully automatic the opera- 
tion of the plant, the less will be the danger to brilliant 
finishes. 

Finally, it is well to say that papers for labels, box- 
coatings, cartons, wrappers should be of such a nature 
that they will not smudge, smear, crack, mar easily or 
absorb oil or moisture from the air. Container fin- 
ishes should be of such a nature as to resist or conceal 
scratches, cloudiness and blemishes. The more lus- 
trous the package, the greater is the need for suitable 
protective wrappers or cartons, and the more desirable 
that all factory operations should be fully automatic to 
preclude contact of human hands until after the pack- 
ages have been protected with wrappers or cartons. 

All of the forgoing conditions are either modified or 
accentuated according to the kind of product, the type 
of machinery used and the speed of output. The selec- 
tion of a beautiful or striking package is more or less 
a trial and error procedure, since no absolutely infal- 
lible standards have yet been devised, but the trial and 
error should be made before the package is adopted and 
not after. That is why it is so important to get the 
opinions of the factory manager and his chemist before 
the adoption of the package. Technical men may not 
know the difference between a beautiful package and 
an ugly one, but they do know whether a given package 
can be produced economically and without damage on 
the equipment they have, and also, whether it can be 
produced on any standard equipment. 


q 


W. A. Beh, formerly with the Liquidometer Com- 
pany, has joined the package development department 
of the Du Pont Cellophane Company and will be in 
charge of machine wrapping projects. At the present 
time machines have been developed for wrapping cigars 
cakes, coffee cartons, narrow fabrics, candies, boxed 
items and many other products in transparent cellulose. 




















Only through your package do you obtain 
really intimate contact with the consumer of 
your product. It is, in effect, your personal 
representative in the home of your ultimate 
customer. 










With it you can create an impression on 

which the success or failure of your product 
may rest. It can reflect all the quality and the 
painstaking care that goes into the manufac- 
ture of its contents or it can nullify any good 
impression already created in the mind of the 
customer. 
















Your product deserves the best of creative 
talent for its package. And nowhere will 
better and more experienced talent be found 
than in the Sutherland organization. 








Millions of Sutherland cartons are attracting 
the buying’ public every year, cartons that are 
distinctive and unusual, colorful or restrained, 
zach designed to suit best the product it en- 
closes. 













A Sutherland Carton will help sell your 
product. 






Nationally Known 
Nationally Used 


UTHERLAND CARTONS 


SUTHERLAND PAPER CO. KALAMAZOO, MICHI 


y ze. 
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Better Mailing Container 


Safer and lighter packing for parcel-post shipments 
in the international mails would help to increase Ameri- 
can export trade in liquid preparations, according to a 
statement just made public by the Department of 
Commerce, prepared by Thomas E. Lyon, assistant 
chief of the Transportation Division. 

During the year 1929 the United States exported 
medicinal and pharmaceutical preparations to the total 
value of $21,282,000. More than one-half of this sum 
covered medicinal preparations for internal use, which 
usually are shipped in bottles and distributed in small 
units. While a considerable part of this trade is 
shipped by freight, American exporters have felt that 
it could be increased if parcel-post shipping conditions 
were improved. Heretofore it has been necessary in 
making parcel-post shipments to fill packages with 
sufficient absorbent material to take up any leakage 
caused by breakage; the absorbent material, as a rule, 
exceeded the actual weight of the commodity shipped, 
and thereby increased parcel-post charges. 

A manufacturer of pharmaceutical goods recently 
carried on a series of experiments with a view to im- 
proving his parcel-post package and has succeeded in 
developing an economical package which meets the re- 
quirements of the Post Office Department. He has fur- 
nished the Bureau of Foreign and Domestic Commerce 
with a description of this package, as follows: 

Obviously a case was required which would be light, 
very strong, water-proof, and not too expensive, and in- 
side of this case must be placed a sufficient amount of 
some absorbent material to take care of the loss of the 
entire contents of the bottle, if necessary. 

The form of protection finally adopted for each bottle 
was a five-ply, fibre-board, round mailing case, paraffin- 
sprayed both inside and out, and with a metal screw 
cap. A feature of this case is the fact that the threads 
which engage the screw cap when the case is closed are 
formed in the fibre board itself during the process of 
manufacture, instead of being made of metal and 
fastened to the top of the tube. Such a method of con- 
struction insures an extremely tight closure when the 
cap is screwed down, for then the top of the fibre tube 
is pressed closely against the inside of the metal cap, 
and, being of softer material than the cap, gives just 
enough to produce the same effect as if a washer were 
used. This case was found to be absolutely water- 
tight under tests conducted over a considerable period 
of time and with the package in various positions. 


The absorbent materials ordinarily used, such as 
bran, sawdust, etc., were unsatisfactory and the ma- 
terial finally adopted was crepe wadding. In using this 
material it was found that no corrugated liners, pads, 
or disks were necessary. 

In assembling the packages for shipment, sheets of 
crepe wadding, about six inches longer than the bottles 
and wide enough to produce an overlap of at least 
two inches and cause the bottles to fit snugly in the 
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cases, were used. Each bottle was then placed in the 
middle of a sheet, the material was rolled around it, 
the two ends tucked in, the wrapped package slid into 
the case and the metal top screwed down tightly. The 
12 individual cases were then placed in the corrugated 
box and the box sealed with sealing glue under pressure 
in the customary manner. 

The complete box, holding one dozen 8-oz. bottles, 
weighed 17 Ibs. 15 oz. The standard export case, con- 
taining six dozen of these same bottles, weighs 120 lbs. 
In spite of the additional protection given the individual 
bottles by this method of packing, the total weight per 
dozen has been reduced over 10 per cent. 


Novel Advertising by Match Packs 


How E. R. Squibb & Sons keep their name and a pic- 
ture of their products in the public’s eye, during these 





highly competitive days, is uniquely demonstrated by 
the illustration above. These match packs when 
opened disclose the match sticks shaped like tubes, 
representing either Squibb’s Shaving Cream or Squibb’s 
Dental Cream, each stick a reproduction of the tube in 
which these products are packaged. The packs, them- 
selves, are eye-catchers, being carried out in colors of 
orange and black and purple and yellow. 


q 


Packaging Catalog for 1931 will be ready for distribu- 
tion by January 15th. Even more so than in previous 
years, it contains such practical and essential informa- 
tion that those to whom modern packaging is a vital 
factor, cannot afford to miss it. Send in your order 
now. 
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The New Kiefer 
Tube Filler and Closer 


The greatest innovation and im- 
provement in tube filling and 
closing machinery in over a 
quarter of a century. 





The new Kiefer clipless closure. 
Patent No. 1,624,140 


The new Kiefer Impacta 
, ‘ method of filling. 
An attractive, neat finish to your Patent No. 1,647,232. 
tubes (see illustration)—a tight, per- 
manent seal. 





No more expensive troublesome clips. 
No cutting of tubes. 


Ask for sample tube with the Kiefer 
clipless closure. 


a fe 


The Kiefer Impacta method packs the 
tubes solidly and cleanly with the prod- 
uct. No air bubbles. 


ef 


The Kiefer Tube Filler and Closer has 
been tried and proved—an unqualified 
success. Has been under constant test 
in one plant fora year. Another manu- 
facturer after installing one machine 
has ordered a second. 


oe 


The above patents fully protect this 
new development in tube filling and 
closing. As it is reported that some of 
the patented features are already being 
imitated, it is necessary for us to warn ‘ 
the trade that use of such infringement The Karl Kiefer Machine Co. 
will be fully prosecuted and is subject , * 

to heavy damages. Cincinnati, Ohio 
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Borax Brings Out New Package 


We remember ‘‘when we were eight’’ and the Pacific 
Coast Borax Company, then still in its infancy, came to 
town and got off to a good start advertising its Borax 
Soap chips. Mules, covered wagons, honest-to-goodness 
cowboys (how dissolutioning age makes us doubt that 
now!), colorful costumes, western twangs—all the glamour 
of the Far West was brought into the campaign for the 
invasion of the Eastern home. 


20 MULE TEAM 


BORAX 





In those days, and up to the present, these soap chips 
were packaged in black and white boxes, carrying a re- 
production of the famous 20 Mule Team. The adver- 
tising value of this package design proved its worth since 
it performed the necessary function of familiarizing con- 
sumers with the brand name. With packaging, however, 
playing so important a part in present-day merchandis- 
ing, a new package was designed, as illustrated above. 
The net weight of the package remains the same and 
no change in the product was necessary, according to the 
company, since it still meets all exacting requirements. 
The new package design, however, has been made color- 
ful and modern. Produced in fresh, cool colors, it not 
only expresses the vastness and splendor of the wide- 
open spaces but also those qualities for which the pro- 
duct is sold. 


q 


A quarterly meeting of the Glazed and Fancy Paper 
Manufacturers Association was held on Dec. 3, 1930. 
Recommendations relative to size of sample books and 
methods of standard billing and quoting on stock were 
adopted, various production problems discussed and a 
promotional plan for cooperation with box makers re- 
ceived approval. A conference committee meeting of 
the association and members of the National Paper Box 
Manufacturers Association is planned for January. 
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Discusses the Vestal Bill 


Under the auspices of the League for the Suppression 
of Design Piracy, representatives of several groups at- 
tended a luncheon meeting at the Commodore Hotel, 
New York City, on Nov. 25, to discuss the Vestal Bill. 
This bill (H. R. 11,852) proposes the practical protec- 
tion of original design, being in principle and application 
similar to the present copyright law. The bill has al- 
ready passed the House of Representatives and is to be 
considered by the Senate in its next session. 

The chairman of the meeting, Sylvan Gotshal, intro- 
duced Henry D. Williams, chairman of the Patent Com- 
mittee of the American Bar Association, who spoke on 
the “Vestal Bill,” explaining its functions, its amend- 
ments and summed up the years of effort in revamping it, 
so as to meet every objection and to fit the requirements 
of every individual industry. 

Thomas B. Hill, president of the Silk Association of 
America, spoke on “Industrial Art and the Public,” 
pointing out the interest in the Vestal Bill, and how it 
will benefit the individual consumer as well as the manu- 
facturer. Other speakers included Paul Bonner, vice- 
president of Stehli Silk Company, Mary Bendelari and 
Lee Simmonson. In closing, Egmont Arens, executive 
chairman of the League for the Suppression of Design 
Piracy, outlined the purpose and the efforts of the or- 
ganization to coordinate all efforts and interests in the 
passage of the Vestal Bill. He outlined the plans for 
immediate action before Congress to put the Vestal Bill 
through and the continuance of the league and its ac- 
tivities in order to make the Vestal Bill effective. 


Packaged Soap Invades Gift Field 


(Continued from page 57) tiveness is enhanced by the 
employment of black and silver metallic paper, used 
alternately, and its modern geometric treatment. The 
center compartment holds powder and cleansing tissues 
and on either side colorful soap and bath salts wrapped 
in transparent cellulose. 

At the bottom of the illustration is shown another 
soap and bath salts package which will prove the un- 
doing of many an unwary purchaser. The fascinating 
yellow and black glazed paper-covered box needs no 
descriptive label. The soap cubes in similar form will 
tempt more than one bather to indulge in a game of 
African golf. 

The latter two items are the products of the Embree 
Manufacturing Company, Elizabeth, N. J. 


q 


Louis D. Deverich, manager of the fancy paper depart- 
ment at the New York offices of the Whiting-Patterson 
Company, Philadelphia, has announced his resignation 
as of December 1, 1930. L. F. Supple, treasurer and 
general manager of the company, will take over manage- 
ment of the New York office. 











Time is fleeting . . . competition is strenuous. . . 
Today the manufacturer who hesitates to keep 
abreast of the times by changing the design, color 
or appearance of his product to meet modern 
fancies and appeals wastes his own time. Heekin 
Lithographed Cans are abreast of the times. . . 
in color . . . faithful reproduction of design and 
improved appearance. You may specify your par- 
ticular style of can . . . your own color design . . . 
and Heekin colors and workmanship will do the 
rest. The Heekin Can Co., Cincinnati, O. 
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Keeping 


Paper Box Plant Equipment 


By GEORGE RICE 


Modern methods of design and construction have 
made boxmaking machinery no more complicated than, 
and as dependable as, any form of machinery in exist- 
ence. Its maintenance is one of comparative sim- 
plicity and its productive capacity is large. But here 
and there we find first-class boxmaking machinery be- 
ing operated at a disadvantage because of the ineffi- 
ciency of the driving system or the power transmission 
of the plant. From the engine room to the machinery 
lies a path which can be made quite thorny by neglect 
or inexperience on the part of the responsible persons, 
usually the engineer, the master mechanic or the super- 
intendent. And the consequence of this thorny condi- 
tion slows down the speed of the driven machines and 
sometimes impairs the quality of the product, because 
unsteadily driven machines cannot turn out even work. 
All of which often results in the management blaming 
a low production and a poor quality of work on the 
machinery when the fault lies in the manner in which 
the machinery is driven. Ordinarily plant mainte- 
nance is divided into two parts. First, the machinery 
and the mill buildings and, second, the power trans- 


The third of a series of articles, of practical value to 
paper box manufacturers, presented in this section of 
Modern Packaging which is devoted to the interests of 
those who concern themselves with paper pox plant 
operations or the selling of various types of paper boxes. 


mission. Most mill men keep a balance sheet showing 
the annual depreciation of the entire plant, including 
the buildings, the machinery and the power trans- 
mission equipment. Usually the depreciation will be 
about three per cent on the buildings, about five per 
cent on the machinery and the shafting, belting, gear- 
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Up to Date 


ing, pulleys and electric motors employed in transmit- 
ting the power to the machinery. 

This depreciation is continuous, even if the mill is 
idle, because the equipment in particular is becoming 
more obsolete each year and the item of obsolescence 
has to be considered. Ideas vary concerning the 
accounting of the depreciation fund. I saw one bal- 
ance sheet on which the depreciation fund was added 
to give a good showing of undivided profits. Other 
mill men simply carry the depreciation fund separately 
year after year, so that at the end of the 20- or 25-year 
period on which it is based, replacements of equipment 
can be made with the money thus accumulated. Dur- 
ing the war it was possible to take old machinery and 
equipment out of the basement and put it to work and 
make it pay. It cannot be done now. Both the ma- 
chinery and the agencies that drive it have to be 
up to date to keep in the race. 


I was in a factory recently in which the manager was 
bewailing the unfortunate condition of the fruit pack- 
ing business because of its effect upon the de- 
mand for his packing cases. There was nothing 
wrong with the fruit industry. Other manu- 
facturers of packing cases were getting the orders 
because they were able to make equally good 
cases at a lower price and still make a reasonable 
profit for the reason that their machinery was 
run at normal capacity. The machinery in the 
plant of the complaining manager was not. I 
examined it and found it to be the product of some 
of the most reputable box machinery manufacturers of 
the country. There were few signs of wear. Most of 
it was new. But a glance at the overhead shafting, its 
shaking hangers, the lines of creeping and slipping belts, 
and various make-shift conditions quickly convinced me 
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SARANAC AUTOMATIC PAPERBOX MACHINE 


HEREVER the number of a given size of cartons used in a plant runs to large figures 
it is more economical to buy carton blanks than to purchase made-up cartons. 
The Saranac Automatic Paperbox Machine can insure you freedom from all contin- 
gencies as the boxmaking operations are all under your control. It will reduce your 
investment in made-up boxes and in storage space nearly to the vanishing point. 
It will give you boxes as you need them and when you need them at the 


LOWEST POSSIBLE COST. 


Saranac Automatic Paperbox Machines are designed to produce the largest 
possible number of perfect packages in a given time. They are of the 
sturdiest type of construction ...not makeshifts ... but regular box- 
plant machines adapted to factory use. Call upon us for further 
details as to the savings this and the four hundred other Saranac 


machines can effect in your plant. 


SARANAC MACHINE CO. 


Package Machinery Specialists 
BENTON HARBOR, MICHIGAN, U. S. A. 
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that this was a case of good machinery being driven by 
The steam plant was 


in good order, but the loss of power between the engine 


a defective power transmission. 


room and the machinery slowed 
production. 

I checked the revolutions of 
the main shaft of one machine 
and found it to be 15 per cent 
below the normal speed in- 
tended for this machine to run 
by the builders. There was a 
loss of production right there, 
which loss a competing mill, 
operating the same maké of ma- 
chinery in the same town, gained 
because no such power loss was 
permitted. It was just about 
this way with all of the ma- 
chines in the mill, consequently 
it could not afford to market its 
products at the existing prices 
because it cost so much to make 
them. In Fig. 1 is sketched an 
improvised wooden hanger which 
someone in this mill nailed up 
and fitted with a common piece 
of wrought iron pipe for a bear- 
ing for the shaft. This piece of 
pipe was secured to the wood 
base with two straps of metal. 
An oil hole was drilled in the top 
of the pipe and an oil cup stem 
inserted and the bearing was 
well oiled, but it allowed the 
shaft to wabble, and caused the 
pulley next to it to turn un- 
evenly, thereby causing the 
much-patched belt to run over 
on the side of the pulley. An 
iron pin was fixed into the wood 
next the edge of the pulley to 
keep the belt in place. There 


were other rattle-trap devices here and there in the 
transmission system and the engineer said he had to 
reduce speed to prevent danger of ripping things up. 
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A STRONG SPLICE 


Figure 3. 


q 











You can usually tell the state of power transmission 
of a plant by the condition of its belts and the manner 
in which the belts are joined up at the splices. During 


the noon stop I looked over the 
belts on the principal machines 
in this mill and found that many 
were as poorly spliced as shown 
in Fig. 2. A splice like this can 
carry the belt and get over the 
pulleys fairly well as long as it 
lasts. But they will not last 
long. That was the trouble in 
this mill. The belts broke often, 
due to faulty spacing, and as it 
takes about half an hour to 
properly resplice a 4-in. belt and 
sometimes much longer to splice 
a main driving belt, it is easy to 
see where this mill lost time and 
money in having machinery 
standing idle while resplicing 
belts. A splice such as that 
shown in Fig. 3 will hold a long 
time. It can be made by follow- 
ing the diagram. The laces are 
crossed on the opposite side, go- 
ing from hole to hole in regular 
order. These details are men- 
tioned because it does not seem 
fair to place the blame for poor 
business on the machinery, the 
state of the fruit market or other 
conditions when the fault may 
lie in high cost of production due 
to the slack way in which really 
superior machinery is operated. 
I know that the owner of the 
mill referred to braced up to 
some extent when the weak 
points in the power transmission 
was pointed out to him. No 
doubt by this time he has had 


his lines of shafting revamped by engineering experts 
for that was about all he needed to get a normal pro- 
duction from his fine complement of machinery. 


A window front package, as shown at the 
bottom of the illustration at the left, has been 
adopted by the Hudson Thermometer Company, 
New York, in place of its former sealed package 
(top). The new container considerably reduces 
the percentage of damaged goods returned to 
the company as it permits ready detection o 
broken instruments. 
only those packages which are returned with 


The company now replaces 


their seals unbroken. 
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Zi Sliced bread has met with a favorable reaction in every 

7 market where it has been offered, bakers reporting large 

‘ increases in sales since it was introduced. 

y 

e HE New Brightwood Automatic Paper Box 

y Machine is used and endorsed by representative 
manufacturers because—IT WILL PRODUCE 3000 

. to 3600 pieces per hour from plain or printed, 

creased or scored, manila, news, chip or straw 

k board of any reasonable thickness; and a wide 

‘ variety of sizes and styles—such as bread trays, 

' screw boxes, shoe boxes, egg cartons, and food 

: containers from one ounce to one pound. 

: IT REQUIRES only one operator, practically no 
repairs; less than 114 horse power; floor space 
six feet square; about thirty minutes to make 
changes; a minimum quantity of cold-water gum; 
no tape, wire or tin. IT IS THE BEST INVEST- 
MENT a paper box maker can find. 














This Is the New Brightwood Write today for further information on the Bright- 
Machine with Under-feed wood machine as applied to the manufacture of 
Its durability and adaptability will help solve bread trays and to many other types of boxes. 


your production problems. A sturdy, speedy 
machine, which easily accommodates product 
and package changes with utmost efficiency 
and economy. 


U. S. AUTOMATIC BOX MACHINERY CO. 


459 WATERTOWN ST., NEWTONVILLE BOSTON, MASS. 
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Adhesives in Packaging Operations 


(Continued from tage 43) similarly with adhesives. 

This article is concluded by listing the more impor- 
tant characteristics which users of adhesive must con- 
sider. For some operations one or several of these 
items are of prime importance; the “‘best’’ adhesive for 
any particular operation is that one with the best bal- 
ance of all the factors for the work to be done: 

Chemical attraction (not repulsion) to the sur- 
faces to be glued together. 

Initial tack is usually more important than quick 
set because if an adhesive has initial tack sufficient 
to hold a seal down at once and keep it down, the 
time interval for ultimate setting is relatively unim- 
portant. 

Property of being used without heat. 

Freedom from odor is very important with food or 
other products susceptible to odor absorption. 

Non-stringing characteristics are particularly im- 
portant on a reciprocating type of machine which 
carries glue from a roller over to the package. On 
“straight line gluing’ as on carton-forming machines 
this is relatively less important. 

Non-foaming characteristics are important details 
on high speed machines. 

Proper viscosity. Various machine requirements 
run from adhesives as free flowing as water to heavy 
bodied pastes that will not flow at all. 

Color on transparent wrappings is of paramount 


importance. 
Flexibility is sometimes necessary, other times not. 


Cranberry Sauce Containers 
Fill Other Needs 


Although retaining its old flavor in outward appear- 
ance, as to size, shape and label, a novel improvement 
has been made in the containers for Ocean Spray Cran- 





berry Sauce, manufactured by the United Cranberry 
Company, South Hansen, Mass. 
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Neutral in chemical action. This is necessary to 
prevent discoloration of printed wrappers and labels, 
actual deterioration of wrappers or disintegration of 
metal containers. These conditions sometimes are 
only noticed after a considerable time interval. 

Permanency of joint. Weather and climatic con- 
ditions vary greatly and tend to effect the strength of 
some joints. A good adhesive will perform its func- 
tion and make a good bond regardless of such changes. 

Waterproof qualities are sometimes very essential. 

Keeping qualities. Proper adhesives do not de- 
teriorate with age. 

Cost. 

The last item, in the matter of adhesives, certainly 
belongs in the last place in any list. If packaging 
manufacturers paid twice the prevailing prices for ad- 
hesives, the cost of this item would still be very small as 
compared with other items of packaging expense. But 
an adhesive that fails to perform its function, that 
slows up a production line, or stops it altogether, that 
lets packages open up on customers’ shelves a thousand 
miles away and six months after shipment, that gradu- 
ally discolors labels or corrodes tin cans would be a 
mighty expensive item to the packaging company if it 
paid nothing a gallon for it. 

The manufacture of adhesives is an intricate busi- 
ness and the best policy for the owner or operator of 
modern, costly, high speed, packaging machines is to 
state his particular problem in all its details to a reliable 
adhesive manufacturer who can be of real help to him 
out of his experience and who can supply him, month 
in, month out, with suitable and uniform products. 


The new container is shown at the left of the carton 
and though no distinguishing feature from the old 
container is noticeable at first glance, a more than 
cursory inspection reveals the dual object of this can. 
The long, slender perforations at the top of these con- 
tainers, clearly illustrated as shown in the large carton, 
has a strip of metal beneath, which when the container 
is empty and the metal strip punched out, offers the 
consumer the opportunity of reusing it either as a 
change bank, receptacle for razor blades, or any other 
purpose that may occur to him. 

This product is also packaged in a larger container, 
as well as bottles, each bearing the familiar Ocean 


Spray label. 


q 


The Du Pont Cellophane Company announces the 
opening of a new plant just outside the city limits of 
Richmond, Virginia. Operations started Nov. 1, with 
about 200 workers. This is the fourth in the series of 
Cellophane plants, two others being located at Old 
Hickory, Tennessee, and the original plant at Buffalo, 
New York. 











Leer 
sgeek. 


ee 
sas wD 


of 


e 


SS se 8 


‘ve 





"FOLDING PAPER BOXES 
PLAIN SHELLS —~ 


CORRUGATED SOLID FIBRE 
SHIPPING CASES 

































FOLDING PAPER BOXES 


For the individual package made of fine quality Box 
Boards. Printed in bright colors from your own designs 
or designs created in our own Art Department. 


PLAIN SHELLS 


For tight-wrapped packages. 


CORRUGATED OR SOLID 
FIBRE SHIPPING CASES 


Made of fine quality high test Liners and Corrugated 
Straw Board, printed in Bold Poster Style in bright colors 
built to carry your merchandise safely to destination and 


SPECIALLY DESIGNED 


Corrugated Shipping Cases to carry odd shaped, fragile or 
hard to pack merchandise on cushions of air safely to 
your customers. 
At Consolidated Paper Co., you have at your service— Paper 
Mills producing 750 tons of Paper a day— Box Factories of 
very large capacity completely equipped for speedy and 
economical production —an Art Department and a Package 
Designing Department. 


An opportunity to serve you will be appreciated 


CONSOLIDATED Paper Co., 
Monroe, MICH. 
PAPER MILL CAPACITY 
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Specializing 
un windowand 


store display 
adverjising 





COUNTER DISPLAY 


ON A 


CAMPAIGN BASIS 


A brand-newthought in counter dis- 
play containers—a patented remov- 
able top panel that permits a period- 
ic change of copy and illustration! 


Result—a veritable “counter cam- 
paign” that can tie up with the 
general advertising, and feature 
timely and seasonable uses which 
enhance dealer interest and defin- 
itely increase sales. 


Let Einson-Freeman adapt this 
new idea to “step up” your 1931 
counter sales. 








HARD GLUES 
WALL SIZES 
GELATINE 
SIGNET INKS PASTES 
SIGNET : 
METAL POLISH, OWL, 
SILVER POLISH 





PLANT ANO MAIN OFFICE AT 
x Gloucester; Mass. 


October 10, 1920. 


£inson-Freeman Co. Inc. 
511 E. 72nd St. 
New York City. 


Attention Mr- F. D. Gonda, Vice-President 
Gentlemen: 


We have been doing business with you for 
nearly a decade now and the one outstanding feature 
ef your work for us has been te ability to dig 
up really fundamental merchandising ide. . 


Your latest contribution of a "continuous 
advertising campaign" on counter, with 
changes of copy on our containers, probably deserved 
a@ share of the credit for sustained good busims 
on these items, in spite of the general slump- 


We are glad to testify to the high 
quality of both your work and your ideas. 


Cordially yours, 


RUSSIA 
NcP/MEG Ih b. ud, 


President 
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FFICES AND COMP 
MANUFACTURING PLANT 


New England Office: 302 Park 
Square Building, Boston, Mass. 


| Inventors and Manufacturers of the Einson-Freeman Potented Double Tier Container \~ en 





| licensees for Canada—Somerville Paper Boxes, Ltd., London, Ontario, Canada| 
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SINGLE 
OR AS A 
BATTERY 


K&D Stayers and Double Enders may 
be used singly in the small plant to 
effect a direct saving of any) other 





method of producing boxes or they may 
be used in batteries where quantity 
production is called for. 


In either case savings will be large... 
troubles little. Repairs, breakdowns, 
deiays will be minimized. Quality will 
again have a meaning, quantity will 
become something attainable in short 
order. 


Not foolish predictions are these... but 
the actual experiences of manufacturers 
large and small who have found the 
solution of their box problems in the 
purchase of K& D equipment. 











MODERN TODAY 

NO K&D MACHINE 
WILL EVER BECOME 
OBSOLETE. 


OBSOLESCENCE...the one word which 
looms over every plant as a constant 
threat. The unknown factor in the 
purchase of any equipment...not “how 
long will it last’... but “how long be- 
fore a better tool makes this one ob- 


solete, useless.” 


K & D stayers and double enders give a 
measure of insurance against obsoles- 
cence...for they pay such large dividends 
in time saved, labor saved, breakdowns 
avoided, production speeded up and 
quality built into their products, that 
no machine yet built or contemplated 
can compete with them. No obsoles- 
cence looms in the field of these 


machines. 


Call in a K&D man and tell him your 
carton troubles....It’s his business to 


solve them. 


KINGSBURY & DAVIS 


MACHINE COMPANY 
CONTOOCOOK, N. H. 
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New Cleaning Machine 


A new machine for the cleaning of bottles with com- 
pressed air has been placed on the market by the Karl 
Kiefer Machine Company, Cincinnati, Ohio. It is be- 
lieved that this method may, in many instances, take 
the place of the usual rinsing or washing and that it is 
especially advantageous for cleaning containers that are 
to be filled with oil products, powders, salts, etc., where 
bone-dry containers are necessary. It is said to eliminate 
a lot of costly handling over the old method of washing 
and drying, facilitates production and saves factory space. 

Many modern plants are so organized and systema- 
tized that with other raw materials and supplies, ship- 
ments of bottles are scheduled to be received in just 
sufficient lots for immediate use, with a margin of safety 
for extra demands. Thus the bottles do not stand 
around the factory before 
use and accumulate dirt. 

With the highly per- 
fected machinery for mak- 
ing bottles and due to the 
fact that many bottles are 
now shipped to the pur- 
chaser in cartons or other- 
wise well-protected pack- 
ages, these bottles reach 
him in a reasonably clean 
condition. Of course, 
there is a little dust in the 
bottles, little particles of 
fibre from the shipping } 
cartons, etc., but it has 
been demonstrated that 
such foreign matter can be 
easily removed from the 
bottles by means of a blast 
of air. In fact, even iron filings or similar heavy 
particles can be put in a bottle and with the bottle in an 
upright position when compressed air is introduced, 
such foreign matter is instantly removed. 

The machine illustrated in the center of the accom- 
panying illustration automatically handles and cleans 
bottles by this process of blowing. The machine handles 
the bottles on the well-known principle of the Kiefer 
automatic rotary vacuum filling machine. The bottles 
are simply stacked on a feed conveyor which carries 
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EQUIPMENT 


them to the machine proper. Here the bottles are fed 
automatically into the machine by means of a star feed 
wheel. Each bottle is thus placed on a separate tray, 
which lifts the bottles up so that a blowing tube enters 
into the bottle. As the bottles are carried around the 
machine, one or more blasts of air are given the bottles 
as desired. The bottles are then discharged automat- 
ically from the machine. 
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Machine for automatically cleaning bottles 
with compressed air 


In plants not equipped with compressed air system, an 
air compressor is, of course, necessary and the air should 
pass through a filter. Various sizes of bottles may be 
handled, and the Kiefer blower is made in 8-tube, 12- 
tube, 18-tube and 24-tube sizes. It is reported that in 
one plant a 12-tube machine is handling 8-oz. bottles at a 
speed of 110 a minute. 

The illustration shows the blower connected to a Kiefer 
18-stem automatic rotary vacuum filling machine. 
The bottles thus travel uninterrupted and without 
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Wrapping ++ 


with moisture-proof Cellophane 


Moisture-proof Cellophane can 
now be wrapped as air-tight 
as waxed paper, giving equal 
protection to the goods, and 


decided sales advantages 


Now you can have all the sales advan- 
tages of a completely transparent wrap- 
ping, plus the air-tight, moisture-proof 
protection formerly obtainable only with 
waxed paper. 

The Package Machinery Company, 
backed by wide experience in working 
with Cellophane, can now supply machines 
to wrap moisture-proof Cellophane as air- 
tight as waxed paper. 

Moisture-proof Cellophane, being per- 
fectly transparent, gives much more effec- 
tive display to the package or product 
than waxed paper. Its glistening surface 
does not become clouded with dust... 
goods wrapped in it are always fresh in 
appearance; never shop-worn. 

Tests show that moisture-proof Cello- 
phane, wrapped by the Tight-seal method, 





helps to retain flavor and fragrance more 
effectively than either waxed paper or foil 
. .. important for such products as coffee, 
chewing gum, cake, perfumed soaps, etc. 
This new development offers a real 
opportunity to that large field of manufac- 
turers whose products must be kept fresh 
and wholesome... an opportunity to se- 
cure, in addition to perfect protection, a 
new and powerful sales-appeal through 
richer, more attractive appearance. 


Send us your product 
We will return it to you, in a Tight-seal moist- 


ure-proof Cellophane wrapping with complete in. 
formation regarding the machinery todothework. 
PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 

Chicago Los Angeles 
London: Baker Perkins, Ltd. 


New York 
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Over 150 Million Packages per day are wrapped on our Machines 


: 





DECEMBER, 1930 75 





handling by an operator from the time they are put on 
the feed conveyor to the blower. They go automatically 
right on through the blower, thence into the filling ma- 
chine and may again go automatically onto a conveyor or 
into a capper. 

Besides this automatic equipment, the Kiefer com- 
pany advises that it also manufactures smaller blowing 
machines of a semi-automatic type. Furthermore, this 
manufacturer has a line of rinsing, sterilizing and drying 
equipment for bottles and jars where that method of 
cleaning glass is required. 


Double Paper Bag Packaging Machine 


A combined automatic packaging unit, which forms 
1-lb. coffee bags consisting of an inside paper lining 
and outside printed wrapper, fills them with the re- 
quired weight of coffee, and closes and seals the bags at 
the rate of 45 and 50 per minute, is in operation at the 
plant of the H. C. Bohack Co., Brooklyn, N. Y. The 
machines comprising this unit were manufactured by 
the Hesser Machine Co., Stuttgart, Germany, who 
maintains American offices at 30 Church St., New York 
City. 

The unit consists of the following: An automatic 
double bag making machiner of the ‘‘turret’’ type 
which forms the bags open, and ready for filling. This 
is provided with an automatic feed from the reel which 
carries the liner paper and from the magazine which 
carries the outer wrappers, and an automatic gluing 
device which applies the adhesive along the side seam 
and on the bottom, so that a perfect double bag is 
produced. This machine is directly connected to an 
automatic filling, closing and labeling machine of the 
rotary type which closes and seals the bags after 
filling—special vibrators which distribute and settle 
the coffee in the bags as they are being filled are pro- 





Double paper bag packaging machine installed at H. C. Bohack Co., 


rooklyn, 
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vided. Also as a part of the filling, closing and labeling 
machine there is a device for inserting a card on the 
top of the material inside the bag in order to obtain 
an exact closure and an automatic labeling device 
which places an end label or trade seal on top of the 
closed bag. Three automatic net weight scales are 
built in above the filling station of the closing machine. 
These deliver a charge only when a bag is underneath 
the station. 

It is stated that only one operator is required to 
attend to the machine and one to remove the bags and 
place them in shipping containers. Approximately 
3/, h. p. is required for operating and floor space 
occupied is 8 x 13 feet. 

In operation, the bags are made on the machine, 
filled, closed and sealed; a top card is inserted, a top 
label attached—all in one continuous run. The paper 
for the inner or liner bag is cut from a roll to size and 
glued, side and bottom. The outer bag is started 
from the rectangular printed flat label and is also 
glued, side and bottom. The bags then move auto- 
matically to the filling station on through the unit as 
described above. It is said that the filled bag is 
always a firm, solid package, independent of any 
volume variations, because of the feature of the ma- 
chine which provides automatic adjustment to vary- 
ing bag heights. 


New Type of Paper Box 


An entirely new principle in boxmaking is employed 
in the Simplex box, a new paper container placed on 
the market by the Dennison Manufacturing Co., 





New collapsible paper box 


Framingham, Mass. This new box con- 
tains all of the desirable features of the 
stiff box plus the great saving in space and 
cost due to its collapsible features. 

In appearance and construction this 
new box, when set up, cannot be distin- 
guished from the regular stiff box. How- 
ever, a patented feature permits folding 
the box in such a manner that it actually 
occupies only one-fifth of the space 























PROVIDENCE AND THE 
CONSTANT MOTION CARTONER 








WO years ago this month we delivered the first constant motion 
cartoner. It is giving highly satisfactory service and will continue to 
do so for many years. 


Since it was finished we have made more cartoning machines than have 
ever been made in any other twenty-four months in the history of 
automatic cartoning. 


In this time we have learned more about cartoning machinery than in all 
the balance of our fifteen years in the business. That is, we have learned 
more that is really worth while, more that is calculated to advance the 
art along its inevitable course. 

What we have learned in this time has been applied in perfecting each 
operating part of the Constant Motion Cartoner. We invite critical inspec- 
tion of the Constant Motion Cartoner shown above, of its leaflet folder, 
carton feed, carton former, automatic feed, inserting device, tucking 
mechanism, gluing mechanism, automatic safety stop, etc. 


You can’t start your product, cartons and literature thru a cartoning 
machine and expect Providence to complete the work. Every operation 
must be performed by dependable machinery if good work is to result. 


Never Before So Much Work With So Little Mechanism 


R. A. JONES & COMPANY, INC. cineixwatt, O10 
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required for an ordinary box. The remarkable thing 
about the Simplex is the ease with which it is set 
up. Anyone can do it in a few seconds and the 
result is a neat attractive container that provides 
adequate protection for most any kind of merchandise. 
The block is simply held lightly at the ends which are 
then pressed together, the flaps are pushed down with 
the fingers and the finished box is formed. The Simplex 
box is patented and should prove a distinct advantage 
to many box users. 


New Moistening Device 


A device for moistening gummed labels or envelopes 
of various sizes, known as “‘Lick-No-More,” is manu- 
factured by the Watters Package Machine Company, of 
Lincoln, Ill., as a new addition to its line of products. 
A reproduction of this machine is shown below. This 
company manufactures 18 models of the Package 





Master, one-stroke, automatic, industrial taping ma- 
chines for sealing fibre shipping containers, packages 
and cartons. 

Four models of the new device are available, the 
larger models being for use in packing and shipping 
rooms and the smaller for office and mailing rooms. 
There is a personal desk model for office use which 
moistens stamps, envelopes, seals and stickers. 


Adjustable Wrapping Machine 


The Spencer packing or foil wrapping machine, shown 
in the accompanying illustration, is said to be capable 
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of several operations that can effectively be applied in 
packaging work. Among the advantages claimed are 
the following: 

The process employed is one of continuous bag mak- 
ing—the bag is automatically produced in the process 
of packing—the cost of bag making is therefore elimi- 
nated. Labeling and advertising strips, as well as 
decorative strings, may be applied at the same opera- 
tion. There is a saving of from 30 to 40 per cent in 
wrapping material, which is of considerable importance 
when expensive wrappers are used. This saving alone 
will pay for the machine in one year. When compared 
with hand labor the work of from 10 to 20 girls is saved. 
A neat, attractive, hygienic and air-tight package is 
produced. The machine can be synchronized to work 
in conjunction with automatic weighing machines. 

The machine is adjustable by a movement of the 
hand to accommodate packages ranging in length 
from 1'/, in. to 7'/2 in. It will handle any product 
except liquid and viscous, regardless of its fragility, 
and will wrap flowing or non-flowing products as well 
as solid objects, such as soap, boxes, cartons, etc. 





Automatic wrapping 
machine for various 
sized packages 


It is capable of applying a single or double wrap 
using transparent cellulose, glassine paper or foil and 
performs the entire work of feeding, wrapping, etc., in 
one operation, automatically. Likewise, the machine 
can be made to wrap cigars. 

The equipment described is sold by the International 
Packaging Machine Co., 130 North Wells St., Chicago. 
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See this NEW 


Gravitygram today - - 


New Accuracy in 
Pack- and Check-weighing 


Hidden losses—unexplained shortages— mysterious 
discrepancies in pack- and check-weighing, all can 
now be stopped by this new Toledo Gravitygram. 
It is a new Guardian of Profits for the food industry. 


This new scale and its sensational and amazing 
accuracy is unaffected by any demands of service or 
production. It can be placed anywhere; read from 
any position—and cannot be misread. 


See the Toledo Computagram now. Call the nearest 
Toledo Scale Office for a demonstration of weighing 
accuracy that has startled the food industry. No 
obligation, of course. Toledo Scale Co., Toledo, 
Ohio. Canadian Toledo Scale Co., Ltd., Windsor, 
Ontario. . 


their exclusive mechanical and 
operating advantages insure a 
distinctive quality of product 
and larger output without in- 
creasing operating costs. The 
advantages 
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Bs advantages to the paper maker 


HONEST WEIGHT 


their use in the mill results in 


clever wrappings and trims 
that reflect individuality and 
appeal to con- 


The manufacturing 


in turn become merchandising 
advantages to the boxmaker. 
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Announces Boxboard Prices 


As a first step toward the stabilization of prices in the 
paper boxboard market, the Robert Gair Company 
recently announced the following price schedule per ton, 
effective immediately: Standard test jute liner, $40; 
chipboard, $30; newsboard, $32.50; and single manila 
lined board, $42.50; all prices f. 0. b. destination; terms 
1 per cent ten days, net thirty days. 

This is the first boxboard price list to be published in 
several years and, according to E. Victor Donaldson, 
vice-president and general manager, the Robert Gair 
Company takes the step at this time with two objec- 
tives: first, a desire to re-establish some sort of correla- 
tion between price and cost of production, and second, 
to bring the question of boxboard price out of the in- 
dustrial underworld and into the open of sound eco- 
nomics and good business practice. 

For some years there has been a surplus production 
capacity of between 20 and 25 per cent in the industry 
and the competition of manufacturers to unload this 
surplus on a satiated market accomplished exactly the 
same result that it has in other industries, namely, a 
relentless hunt for orders for their own sake, at virtu- 
ally any price, merely to keep plants operating at 
something like a full schedule. 

The new price schedule is based on current low levels 
of raw material costs and efficient, low-cost manufactur- 
ing. For almost a year, stated Mr. Donaldson, prices of 
boxboard have been determined not by these basic 
factors but by unsatisfactory trade practices, aided by 
over-production and the general business depression. 
Announcement of a public price list and the slight in- 
crease which it carries on two of the four grades con- 
stitutes an effort to lead away from the trade conditions 
which have prevailed and re-establish a sounder basis. 

There is only one sound basis for the boxboard in- 
dustry or any other industry to do business on, a basis 
on which price is built in its proper relation to low-cost, 
efficient manufacturing and selling. Only then can the 
industry pay adequate wages, keep its plants modern- 
ized and efficient, attract capital and operating skill 
necessary for its continued growth, and assure con- 
sumers of a continual supply at reasonably stable 
prices and quality. 





Trade Literature 
@ BOX COVERINGS 


FRENCH METALLICS, a sample booklet issued by the Hampden 
Glazed Paper and Card Co., Holyoke, Mass., contain some de- 
lightful metal effects in several tones of gold, a striking silver, two 
effects in platinum, one each of off shades of blue and red. 


MELLOWTONE Box CoveRINGS. Two new sample books from 
Charles W. Williams & Co., Inc., 303 Lafayette St., New York, of 
embossed covering papers in a large and small design. The colors 
range from delicate pastels to rich and brilliant shades. 


A. M. CoLiins Mee. Co., 1518 Walnut St., Philadelphia, Pa., has 
issued a new sample book on its Crystallin box covering paper. 
In addition to conventional patterns, the sample book of eight new 
papers includes four in Modernistic designs. They are shown in 
white, buff, orange, pink, old rose, red, blue and green. 


q 


Packaging and branding doughnuts increased sales 
2100 per cent in two weeks for the James Butler Grocery 
Company, chain store operators with headquarters in 
New York City, according to Frederick Laing, advertis- 
ing manager. The Butler company had been selling 
doughnuts, unwrapped and unbranded, in its more than 
1000 stores. Instead of selling them in this way, the 
company decided to wrap them six to a package, selling 
at twenty-four cents a dozen. They were branded 
“Bon Bon’ doughtnuts and wrapped in a transparent 
material so the package would have the advantage of the 
eye appeal. Displayed in shallow boxes, they were sent 
out to each store with the request that each store order 
several dozen to test the package. 


Wrapper Puts Over This Sales Plan 


(Continued from page 44) women will have little 
if any trouble in planning their costume ensemble. 
Its value to the retailer is immeasurably compact. 
Saleswomen, though aware that a knowledge of all 
phases of fashion is essential to successful selling, 
rarely make more than a feeble effort to acquire such 
knowledge. Here it is at their finger tips. 

Although this new venture in merchandising is not, 
as yet, in full swing, the package wherever shown has 
been favorably and enthusiastically received. 




















Chicago 
| 17-19 E. Austin Avenue 








The Challenge Machinery Company 


Grand Haven, Michigan 


Challenge Eabor-Saving Kron Furniture 


... Saves Time and Replacement Costs 


There’s a lifetime of cost-cutting service in every piece 
of Challenge Labor - Saving Iron Furniture. It’s made 
of the best materials—accurate as type. Extra strength 
is provided by cross braces that also furnish finger 
hold. There are 192 regular sizes from 2x4 to 10x120 
picas. Write for illustrated literature and prices—today. 








New York 
200 Hudson Street 
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AN ADHESIVE FOR’ EVERY 


MACHINE OR HAND OPERATION [ 


WHAT PRICE GLORY 


On all sides we hear discussed 
general conditions—commodity 
prices, depressions, deflation and 
international relations. Most 
recommendations for improvement 
carry no reward but glory and, 
naturally, lose their appeal at this 
time because “‘self-preservation”’ is 
the first law of nature. 


Our contribution to the many plans 
and suggestions, sponsored by Presi- 
dent Hoover and our _ business 
leaders, is to employ our capital by 
offering four months’ dating to all 
of our customers who will buy now 
and accept for delivery four months’ 
supplies. This increased volume 
will permit us to run all of our 
plants at full capacity, giving ad- 
ditional employment, not alone in 
our own plants, but in those plants 
upon which we depend for supplies. 
Many will say—‘‘And what of the 
volume four months hence?”? While 
theoretically the same demand can- 
not be satisfied twice, nevertheless 
we feel certain that if all companies 
would adopt this policy, the impetus 
of this increased and immediate 
demand would change the viewpoint 
of the people of this great country 
from one of unwarranted pessimism 
to one of justified optimism, which 
optimism is so necessary to start 
the upward swing of the next 
business cycle. 


The executives and employees of this 
organization are ready to carry out 
any constructive and concerted plan 
of definite relief for the unemployed 
and pledge themselves to contribute 
a percentage of their salaries and 
wages up to three percent. 


NATIONAL 
ADHESIVES 


CORPORATION 
Executive Offices: NEW YORK 


WORLD'S LARGEST PRODUCER 


OF ADHESIVES 











3000 Packets of 
Luce & Co. Candies Can 


Be Filled in an hour... 


ANUFACTURERS of candies use 

their Brown Automatic Packeting 
Machine for filling packets with delicious 
candies. Seedmen are long familiar with 
this efficient packeting machine. And 
other manufacturers are being rapidly 
convinced of the merits of this machine 
for packeting powders, pills, tablets, and 
other free-flowing materials. 


If your requirements for packeting are 
rather small, you can have your product 
or samples of it packeted at the Brown 
Bag-Filling Plant in Fitchburg. 


Send for the new book on packeting. It 
contains detailed descriptions of the vari- 
ous machines as well as illustrations of 
the machines in use in different types 
of factories. Ask for catalog P 33. 


ROWN 
» ij es 
PACKETING MACHINE 


BROWN BAG-FILLING MACHINE COMPANY 
Fitchburg, Massachusetts, U. S. A. 
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The knowledge gained by 
more than fifty years EX- 
PERIENCE is used in making 
*U. S.’’ Labels and Folding 
Boxes that help sell goods. 


‘U.S.’ packages speed up pro- 
duction because they work 
right on automatic machines. 
Proper packaging is among 
the most vital of merchan- 
dising problems. ‘‘U.S.”’’ sales- 
men are experts on all matters 
pertaining to labels and fold- 
ing boxes. 

Let us be your package coun- 
sellors. 















BRAND NAMES 


The Courts have decided 
that brand names and 
trade marks are valuable 
ey rd that deserves to 
e protected. It is unsafe 
to adopt a new brand 
without first making a 
thorough investigation. 

Consult our Trade Mark 
Bureau. The service is free. 


THE UNITED STATES PRINTING 
& LITHOGRAPH Co 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech St. 101 N. 38rd St. 28 Cross St, 


COLOR PRINTING HEADQUARTERS 
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Dry Ice 
Containers 


Tue modern way to pack! 
Convenient, compact and sur- 
prisingly inexpensive. Dry ice is 
placed at the top and bottom of 
the container, and corrugated 
channels keep the air in constant 
circulation, maintaining a cool, 
even temperature all around the 
product. No danger now of con- 
tents being cold at top and bot- 
tom, lukewarm in center! Your 
product, packed in Sefton Dry- 
Ice Containers, offers an added 
service customers quickly 
appreciate! 

Have you a particular package 
problem? Our package engineers 
will gladly analyze it, without 
obligation to you. Any Sefton 
recommendation assuresadequate 
support on the practical questions 
a. of price, quality and service. 

May we have the privilege of 
co-operating with you in your 
next consideration of a package 
problem—whether it be for fibre 
cans with metal tops, or any of the 
related fibre container products? 


Write for Information. Samples 
and Estimates Gladly Furnished. 






Fibre Cans, with 
Fibre, Metal or 
Special Tops 

for Spices, Drugs, 
Powders, Coffee, 


Chemicals, etc. 

EFION Mailing Tubes 
Yinding Cores 

SOM Mailing Cases 


SEFTON NATIONAL FIBRE CAN COMPANY 


3275 Big Bend Boulevard, Maplewood, Saint Louis, Missouri 





PACKAGING ENLIGHTMENT 


OUR EDITORIAL DEPART- 

MENT IS AT THE DIS- 
POSAL OF SUBSCRIBERS IN 
ANSWERING INQUIRIES CON- 
CERNING PACKAGING 
EQUIPMENT AND SUPPLIES. 


| 
| 
| 
| 
| 
| 


IF YOU DON'T SEE WHAT 
YOU WANT IN OUR ADVER- 
TISING COLUMNS—WRITE TO 
THE EDITORIAL DEPART- 
MENT. THE SERVICE IS FREE. 


EDITORIAL DEPARTMENT 


MODERN PACKAGING 
11 Park Place, New York 





























“SUPERS” WITHOUT END! 


Everything nowadays is super-this, super-that, 





super-men, super-service, super-machines! 


And, disdaining such self-praise as being not only un- 
true but actually silly, we have never claimed or per- 
mitted anyone to claim for the Morrison Perfection 
anything but a good dependable wire stitcher of low 


operating cost and high production. 


And, if that’s what you are seeking, MORRISON has 


a Perfection Stitcher suited to your requirements. 


THE J. L. MORRISON COMPANY 


GENERAL OFFICES AND FACTORY 
NIAGARA FALLS, N. Y. 


424 West 33rd Street 116 West Harrison Street 445 King Street, West 
NEW YORK CITY CHICAGO TORONTO, CANADA 
































ANUFACTURER of Automatic 

Paper Box Machines which pro- 
duce the complete box from the roll 
or blank, printed or plain. We also 
make Blanking and Partition 
Machines. 
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DISTINCTION 


In modern merchandising 
plans the design of the 
package plays an important 
part. Packages decorated 
by the Peerless ° Process 
achieve distinction and win 
consumer preference. 

Any box maker who has 
a Thomson National press of 
the Colt's Armory or Laure- 
ate type can produce dis- 
tinctive box tops by the 
Peerless Process. For infor- 


mation and samples of em- 

bossed box tops write to A 
Peerless Roll Leaf Company, 

Inc., 915 New York Avenue, 
Union City, N. J. Branches 


in New York, Boston, and MANUFACTURING CO. INc. 


Chicago. 


THE PEERLESS PROCESS AMSTERDAM, N. Y. 


For Decorating Distinctive Packages 







Submit sample of any box you use 
in quantities, and we will advise price 
and delivery of machinery best suited 









for your requirements. 
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o_o THE THIRTY FIVE BILLIONS OF CARTONS USED IN THIS COUNTRY 
LAST YEAR OUR CONTRIBUTION WAS A MATERIAL FACTOR, AND 
OF MANY STYLES AND VARIETIES. 


THESE CARTONS ARE OF SUCH ATTRACTIVENESS AND BEAUTY THAT 
THEY ARE NATURAL SALES BUILDERS. ALSO, THEY ARE MANUFAC. 
TURED TO AN EXTREME DEGREE OF PRECISION, WHICH MEANS THAT 
WASTE IN YOUR PACKAGING MACHINERY IS BROUGHT DOWN TO AN 
IRREDUCIBLE MINIMUM. 


FORT ORANGE PAPER COMPANY 
CASTLETON-ON-HUDSON, N. Y. 


See our Data 


NEW YORK BOSTON 


in the 
PACKAGING CATALOG 





























IF YOU DON’T SEE THE LABEL YOU WANT... 
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IT’S BECAUSE WE DIDN’T HAVE ROOM FOR IT!! 
































Labels of every description, color and size have been applied 
by the Burt Labelers. In fact, we’ve labeled so many products 
that it would be impossible to show all... but we can show 
you how we handled labeling problems similar to yours and 
produced perfect jobs. That is, if you’ll let us show you. 


























BURT MACHINE CO. 


MAIN OFFICE and PLANT, BALTIMORE, MD. 


Sales Offices: New York, Chicago and San Francisco 
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“Certified” Lace Paper 
Edgings Doilies 


“The Finishing Touch 
That Counts.’’ 


THE purpose of proper pack- 
aging is to enhance the 
visual appeal of the product. 
It is in the fulfillment of this 
aim that lace paper plays its 
important ... its most im- 
portant part. 


Lace paper edgings and doilies 
can add to your boxes the final 
touch that means perfection. 
And the acme of perfection is, 
of course, to be found in the 
products of the 


U.S. Lace Paper Works 


163 UNION AVENUE 
BROOKLYN, N. Y. 


Distributors 
Zellerbach Paper Co. 
The Sanitary Products Co. 





Extraordinary Reduction in Rates 


“No Increase Over 
Xmas or New Year’s’’ 


With Meals 


$ 7.00 Daily per Person 
85.00 Up Weekly for 2 


Without Meals 


$ 2.50 Daily per Person 
35.00 Up Weekly for 2 











IBRE CANS 


of Every Description 





Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 























Have YOU a Filling 
in. Problem? 


| 
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SEND FOR THESE BOOKLETS. 


They describe our complete line of collapsible-tube 
and powder filling equipment including the new full 
automatic models already in use by leading phar- 
maceutical and perfume manufacturers. 


CLIP AND MAIL THE COUPON 


FJStokes MACHINE COMPANY 


5970 TasBor Roap, OLNEY P. O., PHILADELPHIA 


Please send the booklet checked: 
“Collapsible-Tube Fillers and Closers” [] 
“Better Powder Filling” C] 
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At right — two- 
station Harmon 
Sealer. Also 
made in three- 
and four-station 
units, or to suit 
your needs. 













Waeruer your problem is better seal- 
ing with fewer losses—or greater output 
at less cost—the Harmon Sealer will 
solve that problem for you, as it has 
for others. 


You can seal from 1500 to 2000 con- 
tainers a day with one HARMON sealer— 
using an operator of ordinary skill. No 
turned-up box flaps or edges — no losses 
in transit—no customer complaints. 


With its greater speed—lower sealing 
costs — better sealing and fewer losses — 
the HARMON will soon pay for itself. 
Request complete details. Use coupon! 


THE HARMON SEALER, INC, 
4017-19 W. Lake St., 
CHICAGO, ILL. 
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COMING TO PHILADELPHIA ¢ 


Stop at the 


HOTEL MAJESTIC 


BROAD ST. AND GIRARD AVE. 


400 LARGE ROOMS 


each with private bath 


$3 per day 


with running water 


$e) per day 


Garage adjacent. Only hotel with 
a subway entrance from lobby. 


lew minutes trom R. R. Station 
. 
Wire for reservations at our expense 


° 


JOHN C. GOSSLER, Manager 
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An Entire Block on the Boardwalk, 

between New Jersey Ave. and St.Charles Place. 

2» AMERICAN and EUROPEAN PLANS 
SUN DECK 


The largest and longest on the Boardwalk. 
Occupying an entire city block directly facing 
the ocean. The foremost point at sea, in 
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Reg. U. S. Pat. Office 


Manufacturers everywhere have adopted SILVERSTITCH 
Stapling Wire for stapling their boxes because of its accuracy in 
temper, width and thickness; its galvanized finish which resists 
rust, its one-piece coils which speed production. 

Judge the merits of SILVERSTITCH in your own plant. Send 
for a free sample five-pound coil today. 


AUME STEEL COMPANY 
General Offices: 2832 ARCHER AVENUE, CHICAGO, ILL. 
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WHEN ORDERING 


CORRUGATED or SOLID FIBRE 





ROBERT GAYLORD, INC. 








GENERAL OFFICES~*~ SAINT LOUIS 





















Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 
ready for insertion into your boxes. 

All sizes of partitions completely locked—will not fall apart. 

One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 

Full particulars on request. 


PARTITION MACHINERY, INC. 


569-589 E. Illinois St. Formerly Self-Locking Machine Co. Chicago, I1l. 
Cable Address: SELF-LOCK, CHICAGO 
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PEERLESS RE-DESIGNS 


As specialists in the creation of tubes, 
Peerless was called upon to re-design 
the Mennen Tube. The problem was one 
of simplification of design for greater 
effectiveness. The result was an alumi- 
num tube with the name of the product 
on the front and the reading matter on 


the back. This design will serve as the 
basis for the re-designing of other 
Mennen Tubes. 

Our success in the re-designing and also 
in creating of new tubes has more than 
justified our claim of being able to take 
care of your packaging needs. 


Peerless tubes will preserve 
and outlast their contents. 











N this era of highly competitive buying, the container more 














| and more takes its place as a powerful agent to win sales. 
y The dozen and one questions that come up about packaging 
== your product all lie within the scope of the services Canco 
renders to its customers. By doing business with the American 
Can Company you place your packaging questions in the hands 


of an experienced, aggressive company—an organization that ry 


won _— 
rx ARn Ds . 


has played an important part in the development of the pres- 


ent day trend to conveniently sized and modern containers. 


ANTERICAN CAN COMPANY & 


Chicago New York San Francisco 
104 So. Michigan Avenue New York Central Bldg. 111 Sutter Street 
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